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Rough Proofs 


These are the days when an edi- 
tor puts his publication to bed hop- 
ing the march of events won’t make 
a monkey out of him before it hits 
the newsstands. 
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In fighting the trend to prohibi- 
tion, Allied Liquor Industries, Inc., 
urges the correction of “conditions 
hurtful to the industry and which 
would reflect unfavorably upon it.” 

How about correcting conditions 
hurtful to the public? 
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Jimmy Durante says when every- 
body can have a blonde, that’s de- 
mocracy. Or rather, when it’s not 
mandatory to select a blonde if you 
happen to prefer a brunette. 
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Since “The Diary of an Ad Man” 
complained that the comics pub- 
lishers don’t use their own tech- 
nique in promotion, everybody’s 
doing it. Never try to knock a chip 
off a publisher’s shoulder. 
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American Type Founders urges 
printers with outmoded type faces 
to junk them and increase the metal 
supply. If the plan succeeds, not 
even a tramp printer will be able 
to set an ad in Hobo. 
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Bill Parker, of the Curtis Press, 
is the hero of a full-page Drug 
Topics ad honoring the salesman 
who still takes care of his custom- 
ers. Eventually there’ll come a time 
when the orders will no longer blow 
in over the transom. 
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“Ad Drive Possible Against Black 
Market Liquor,” headlines AA. 

A bootlegger by any other name 
still does business because there are 
customers, 
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Noting the shortage of hairnets, 
the Rieser Company is rushing to 
the rescue of women with a new 
hair lacquer. Perhaps the poor 
things should get GI haircuts and 
wigs for state occasions. 
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Gladys the beautiful receptionist 
Says she sees Vogue will have a 
new angle in its foundation cam- 
paign but she’s sure the customers 
would like to get away from angles. 
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“The tradition that tennis is a 
‘Sissy’s game’ went overboard long 
ago,’ reports ADVERTISING AGE. 

Yes, about 1905, when Maurice 
McLoughlin first introduced the 
cannonball serve. 
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The Saturday Evening Post diag- 
of the troubles of the Chicago 
Suggests the management 
t discovered that the theme 
of the dyed-in-the-wool base- 

fan is “All or Nothing at All.” 


~ = 


bst is selling the idea of snap- 
of the folks at home for the 
over there, and a nice note of 
rocity would show the old man 
ing his beak into a bucket of 
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‘ollege sports authorities are urg- 

‘ football as a fine preparation 
combat duty. That’s right—the 
‘ way to get ready for a tough 
‘ sergeant is to train with a 
h of the old Rockne school. 


Copy Cus. 


Voice of the Advertiser 


Seven-Point — 
for Conservation 
Starts Sept. 15 


Program Is Explained 
to Industries and 
General Public 


Washington, D. C., Sept. 9.—De- 
tails of the seven-point conserva- 
tion campaign sponsored jointly by 
government and industry to save 
manpower, fuels and critical ma- 
terials were described to trade as- 
sociation executives today in a let- 
ter signed by the heads of three 
major war agencies. 

The special message was sent out 
by WPB Chairman Donald Nelson, 
Harold L. Ickes, Solid Fuels Ad- 
ministrator and Petroleum Ad- 
ministrator for War, and Joseph B. 
Eastman, director of ODT. The 
program had been arranged at re- 
quest of WPB by task forces repre- 
senting the industries involved. 

Another announcement of the 
program was made this week to the 
general public and the trio of war 
agency officials will take the pro- 
gram to the country Monday, Sept. 
13, on a nationwide NBC broad- 
cast. 


Appeal Is Voluntary 


Voluntary in nature, the program 
calls for restraint in home, indus- 
trial and commercial use of elec- 
tricity, natural and manufactured 
gas, oil, coal, water, communica- 
tions equipment and travel. It will 
be carried on starting Sept. 15 
through all national and local 
media. 

Although much of the material 
was organized by WPB, particularly 
through its Office of War Utilities, 
the campaign is in the hands of 
OWI. Announcements, fact sheets, 
and other material have been pre- 
pared, and it is expected that the 
seven-point conservation program 
will be pushed intensively through- 
out the winter in every channel 
disseminating information. 

Much of the campaign will be 
handled on both a national and 
local level by the industries in- 
volved. These industries have set 
up machinery and advertising cam- 
paigns showing individuals what 
can be done to conserve resources. 


Estimate 10% Cut 


In their letter to trade associa- 
tion officials, the heads of govern- 
ment agencies supporting the pro- 
gram explained that “although the 
savings in a single household, com- 
mercial establishment or industria] 
plant may seem insignificant, the 
possible aggregate savings are tre- 
mendous.” They estimated that a 
10% cut in domestic and commer- 
cial use of coal for heating would 
save 20,000,000 tons annually; a 10% 
saving in domestic and commercial 
electricity would save 4,000,000 tons 

(Continued on Page 61) 


Right Next Door! 


Rough Proofs, the wit- 
tiest column in this field. 
Other features: 


Ad- Libbing ale 12 
Admen in the Armed Forces 4| 
Business Paper Linage. . 46 | 
Coming Conventions 53 
Diary of an Adman 38 | 
Earnings of Advertisers 55 
Editorials ... 12 
Getting Personal 56 
In Washington .... 6 
Information for Advertisers 12 
Photographic Review .. 63 
Postwar Planning .. "i 


Private Lines 


LETTERS FROM HOME 
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Dad says civihan y tough since w 
getting ai ail the Dye o ek quid Shoe 


i » = . 
Cartoons featuring letters from ‘home to 
soldiers abroad, giving a humorous twist 
to the shortage of Dyanshine liquid shoe 
polish, are being used in a new Barton 
Mfg. Co. campaign in Army camp pub- 
lications. The series also is being mer- 
chandised to the regular wholesale trade. 
Anfenger Advertising Agency, St. Louis, 
handles the account. 


Studebaker Series 
Builds Good Will 
in Farm Market 


Campaign Features 
Popular Booklet on 
Truck Maintenance 


(Picture on Page 63) 

South Bend, Ind., Sept. 9.—A 
major advertising campaign of the 
Studebaker Corporation, addressed 
to the farm field, on the care and 
maintenance of trucks, is now under 
way. The company had added this 
new program, carrying significant 
postwar marketing implications, to 
the group of wartime services for 
users of automotive equipment 
which have characterized its recent 
promotional activities. (AA, Jan. 25, 
1943, June 21, 1943.) 

Built around a 48-page booklet 

(Continued on Page 58) 


Marketers Hail Civilians’ 
Own ‘Set Aside’ Order 


Asks Dailies to 
Give ‘Help Wanted’ 
Ads High Priority 


‘Regular Advertisers’ 
Crowding Out Vital 
Appeals, Buck Says 


Upper Darby, Pa., Sept. 9.— 
Newspapers were urged this week 
to adopt a self-organized rationing 
plan which would put wartime 
industrial “help wanted” advertisers 
ahead of “old accounts” and fore- 
stall possible WPB and War Man- 
power Commission demands for 
such a priority system. 

The question of which advertis- 
ers should be included, and which 
left out now that white space is 
more precious than ever, was raised 
by Thomas F. Buck, director of 
public relations, Kellett Aircraft 
Corporation, who told ADVERTISING 
AcE that “regular advertisers” have 
in effect forced his company out of 
the newspaper advertising columns 
despite its urgent need for war 
workers. 

“As a newspaper man turned war 
worker, I am placed in the very 
uncomfortable position of trying to 
upset the most logical rationing 
system that Philadelphia newspa- 
pers could devise,” he admitted. “If 
I were still employed on any news- 
paper and was charged with the 
responsibility of establishing the 
most satisfactory system for ration- 
ing white paper, I am certain that 
I would have proceeded along the 
exact lines as the Philadelphia 
newspapers. However, these are 
not normal times and I am forced 
to take a stand against the news- 
papers contrary to my desires for 
compatible relationships between 
my ex-employers and my new em- 
ployers.” 

Manpower is the most important 
item concerning war production 
and war industries in Philadelphia 

(Continued on Page 57) 


Last Minute News Flashes 
Webster-Eisenlohr Expands to Color Pages 


New York, Sept. 10.—Webster-Eisenlohr, cigar manufacturer, has in- 
itiated a major change from the long-familiar single-column black and 
white advertisements for its Webster cigars, to a new campaign of full- 
page four-color insertions beginning with the Sept. 13 Life and Sept. 25 


Saturday Evening Post. 


Paintings by two noted artists are being used 


showing “fair women and brave men,” the latter usually in uniform. The 
schedule calls for monthly insertions in the magazines in November and 


December and continuation of the campaign throughout 1944. 


Ayer & Son is the agency. 
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Jack Johnstone Named V. P. of Benton & Bowles 
New York, Sept. 10.— Jack Johnstone, formerly vice - president and 


copy chief in the New York office of Blackett - Sample - Hummert, has | 


joined the copy department of Benton & Bowles, New York, as a vice- 


president. 


From 1929 to 1939 Mr. Johnstone served with Lord & Thomas} 


and prior to that was copy chief at Erwin, Wasey & Co. 


Worthington Pump Appoints Chirurg Agency 
New York, Sept. 10.— Worthington Pump & Machinery Corporation, 
Harrison, N. J., has appointed James Thomas Chirurg Company, Boston, 


as advertising counsel for the entire corporation. 


being formulated through the recently-established New York office of the | 
agency. 


Advertising plans are 


Curtis Ad Manager Named WPB Director 


New York, Sept. 


10.— Herbert M. Faust, advertising manager of the 
Curtis Publishing Company, Philadelphia, has been appointed director | .onside 


of the salvage division of the War Production Board, succeeding Paul C. 


26 s| Cabot, who resigned recently because of ill health. 


WPB Directs Various 
Producers to Supply 
Quotas to Civilians 


Washington, D. C., Sept. 10.— 
Revelation that the WPB Office of 
Civilian Requirements yesterday 
mailed directives to a variety of 
manufacturers, designating that a 
fixed proportion of specified items 
must hereafter go to civilian con- 
sumers through regular distributive 
channels, caused a_ stir among 
Washington observers here today, 
who recognize the directive as the 
most drastic move yet made to in- 
sure the “home front” against un- 
necessary scarcities. 

While observers generally agree 
that comparatively little difference 
in the over-all supply of consumer 
goods will result immediately from 
the OCR directives, they point out 
that its issuance in itself indicates 
a turning point in the supply situa- 
tion, ahd a definite indication that 
civil authorities expect to exercise 
the final say-so in the distribution 
of available goods. The military, 
naturally, will continue to. get 
everything it needs, with a comfort- 
able margin to spare; but it appears 
obvious to informed observers that 
military demands will hereafter be 
scaled down when OCR believes 
that they represent excessive,«e- 
mands which may have repercus- 
sions in further limiting necessary 
civilian supplies. 


Represents,First Efforts 


s 

Whil# OCR has previously inter- 
vened to remedy shortages of ma- 
terials needed on the farm, the 
action represents the first efforts of 
Arthur D. Whiteside, chief of OCR, 
to reenforce the entire home front 
by limiting the proportion of goods 
that could be used for rated—gen- 
erally military—orders. 

Though far from a_ production 
program in itself, it nevertheless 
appeared to be an effort to protect 
the home front from overzealous 
military purchasing agents who 
sometimes use rated orders to mon- 
opolize the entire output of indus- 
tries, including those making non- 
critical items. The announcement 
gave no indication of the amount of 
goods that would be reserved for 
civilian use. 

In a “tough” letter to firms cov- 
ered by the action, Mr. Whiteside 
explained that the WPB is respon- 
sible for production of essential 
civilian supplies, and that OCR has 
determined the amount of these 
products that should be distributed 
to civilian consumers. 

“To give effect to this determina- 
jtion,” the letter explained, “it ap- 
pears on the basis of available in- 
formation, that (blank) percent of 
your production of these products 
during the fourth quarter of 1943 
should be distributed through cus- 
tomary distribution channels to 
civilian consumers in the United 
States.” 

These civilian consumers, the let- 
ter continued, include all purchasers 
jexcept the Army and Navy, the 
Aircraft Resources Control Office 
and the United States Maritime 
Commission buying direct, and any 
person buying for direct export. 

The letter did not constitute an 
authorization to disregard prefer- 
ence ratings or WPB regulations or 


orders, but producers were warned 
that if these orders interfered with 
filling civilian quotas specified in 
the letter, the producer must notify 
|jthe WPB immediately. “The board 


|will then either permit you to dis- 
|regard ratings and WPB regulations 
or orders to the extent necessary, or 
|make whatever other adjustments it 
rs appropriate.” 

The directive covers a wide va- 
riety of consumer items, including 
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cooking utensils and glass; fiber, 
steel and wire brushes; nails and 
tacks; metal screening against in- 
sects; cast iron boilers; cast iron 
radiators; warm air distribution 
equipment; registers; stoves; smoke 
pipe; warm air furnaces; domestic 
hot water heaters and tanks 


Items Affected 


Among items controlled by the 
Consumers Durable Goods Division, 
covers liquid fuel lamps and lan- 
terns; razors and razor blades; 
plated silverware; bedsprings and 
inner spring mattresses; clocks, 
watches and chronometers; kitchen 
household articles; common and 
safety pins; pens; pencils and office 
supplies; cutlery and church goods. 

It also covers certain safety and 
technical equipment, such as physi- 
otherapy apparatus, X-ray equip- 
ment and tubes, surgical and med- 
ical instruments, and dental 
supplies. 

Since percentages involved were 
not revealed by OCR, it is difficult 
to determine exactly what the di- 
rective will mean in terms of the 
extra volume of civilian goods in 
these categories which will be made 
available, but it is generally as- 
sumed that the action will increase 
this volume in all lines affected, 
even though the increases may not 
be substantial. 

OCR has not revealed whether 
similar directives will be issued cov- 
ering other lines, but such action is 
likely in the near future. 


‘Dutch’ Feldon 
Becomes Hamilton 


Agency Executive 


Chicago, Sept. 9.—O. A. Feldon, 
for the past year vice-president of 
MacFarland, Aveyard & Co., Chi- 
cago advertising agency, has been 
elected executive vice-president of 
the J. R. Hamil- 
ton Advertising 
Agency, of Chi- 
cago. Mr. Feldon 
becomes a prin- 
cipal of the 
agency, accord- 
ing to an an- 
nouncement by 
John J. Lawler, 
president. 

The Hamilton 
agency was 
founded by the 
late J. R. Ham- 
ilton in 1918, and 
is completing its 
twenty-fifth year of operation. For 
the past four years the agency has 
been under the management of Mr. 
Lawler and his associates, T. J. 
Harris and Albert L. Gale, all of 
whom continue with the company. 

“Dutch” Feldon is well known in 
advertising and publishing circles 
through his long association With 
the McGraw-Hill Publishing Com- 
pany and Macfadden Publications. 


©. A. Feldon 


He retired as western manager of 
the latter in 1942. 
The change is effective Sept. 15. 


ANA Agricultural 
Group Shapes Program 

Members of the agriculture com- 
mittee of the Association of Na- 
tional Advertisers, convening in 
Chicago last week, decided to draw 
up a program to present to the ANA 
fall meeting pointing out the im- 
portance of agriculture to American 
industry. 

No definite plans were decided 
upon at the Chicago session, but the 
committee expects to make definite 
suggestions to the membership at 
the general ANA meeting. 


Dotted Liners Meet 


The Chicago Dotted Line Club 
will hold its first meeting of the sea- 
son Monday noon, Sept. 13. There 
will be a round table discussion of 
the paper situation, how business 
papers are rationing advertising, the 
outlook for space and other topics 
of current interest. 


Matthews Joins K & E 


John F. Matthews, formerly a 
member of the copy department of 
Ralph H. Jones Company, Cincin- 
nati, has joined the radio depart- 
ment of Kenyon & Eckhardt, New 
York, as a commercial writer. 


F 'Th at Smith girl 


is in the service now . 


To the Smith girl’s family—to her friends—that was the most im- 
portant news in the Blade on that particular day. 

Just as it was the most important news to the family of her great- 
grandfather when the Blade of ’61 told how he had gone to war. 

For four generations and more, the neighborly happenings of 
Toledo have been chronicled in this newspaper whose growth has 
paralleled, and been a part of, this good city. 


“I saw it in the Blade.” 


More people see it there than ever before. More people read the 
Blade than ever before. There are more Toledo homes than ever be- 
fore. And a Blade for every home. 

Homes of skilled workers intent on doing their share to win the 
war. Spending money today? Yes. Saving money, too, for tomorrow. 
They'll see your message yi ipa te it for tomorrow—if you 


give them a chance to say, * 


saw it in the Blade.”’ 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


ONLY A GREAT MARKET CAN SUPPORT A GREAT NEWSPAPER 


Six Major Drives 
Planned for Best 
Foods’ Products 


Executives Told of 
Plans at Company's 
Annual Meeting 


New York, Sept. 9.—Furthering 
the government’s wartime nutrition 
and conservation programs along 
with promotion of its own products, 
Best Foods, Inc., outlined six major 
advertising campaigns at its annual 
meeting here. 

Details of the campaigns were 
explained to the company’s national 
and regional executives by Albert 
Brown, director of advertising and 
merchandising, and J. L. Callahan, 
assistant. The meeting was pre- 
sided over by L. G. Blumenschine, 
president, G. C. Spitzmiller, vice- 
president in charge of sales, and 
Sidney Cypress, director of sales 
coordination. Officials of the Best 
Foods’ two agencies, Benton & 
Bowles and Arthur Kudner, Inc., 
also attended. 

One hundred fifty-five newspa- 
pers with a total circulation of more 
than 51,000,000 readers, 39 maga- 
zines with a total circulation of 
30,000,000, supplemented by out- 
door, car card and radio advertising, 
will be used to sustain and expand 
sales of the company’s products, 
which are experiencing the greatest 
sales-volume year in their history, 
it was stated. They include Nucoa, 
vitaminized vegetable margarine; 
Presto self-rising cake flour; Heck- 
er’s, Ceresota and Aristos family 
flours; Hecker’s cream farina, H-O 
oats, ‘and the Shinola 2-in-i and 
Jet-Oil lines of shoe polishes. 


Each Gets Campaign 


A separate advertising and mer- 
chandising campaign will be placed 
behind each of the six leaders and 
groups of Best Foods’ products, in 
addition to the campaign already 
behind Hellmann’s and Best Foods 
mayonnaise and dressings, which 
was announced last spring. Busi- 
ness papers will be used in supple- 
menting extensive advertising in 
the nation’s leading metropolitan 
newspapers and magazines. 

The greatest campaign will be 
put behind Nucoa. Full-page ad- 
vertisements in such magazines as 
Ladies’ Home Journal, McCall’s, 
Look and Household, will carry the 
theme of Nucoa’s high quality, 
wholesomeness and nutrition and 
the importance of its place in Group 
7 of the basic food groups recom- 
mended by the government. The 
copy will be characterized by an 
even greater use of color picturiza- 
tion than in the past. 

Each of the six campaigns will 
be further intensified for the re- 
tailer by a vigorous merchandising 
policy, Mr. Brown said, including 
new and different forms of sales 
displays. 


Enrichment Featured 


The advertisements for Hecker’s, 
Ceresota and Aristos family flours 
will emphasize their new and in- 
creased enrichment. Full-color 
pages in leading Sunday news- 
papers will promote these flours in 
their respective territories. These 
will be backed up by black and 
white copy in newspapers in larger 
sizes than ever before used, and by 
pennants, posters and price cards 
for retail outlets. These latter will 
emphasize the importance of the 
flours as ration-point stretchers. 

Color advertisements in 600-line 
space in the Sunday newspapers in 
the New York territory, and 100- 
line advertisements in Chicago Sun- 
day papers, supplemented by large 
black and white advertisements wil) 
promote Presto cake flour. 

The H-O oats advertisements will 
stress the abundance of essential 
protein in oats. 

Hecker’s cream enriched and 
regular farina advertisements, 
illustrated by eye-catching cartoons 
by Whitney Darrow Jr., famous 
cartoonist, will emphasize its tasti- 
ness and wholesomeness and its 
vital enrichment. The advertise- 
ments will point out humorously 
that the cereal, long favored as a| 
food for infants, is “too good for | 
babies only.” 

The urgent necessity of conserv- 
ing and preserving leather due to 
shoe rationing, as well as_ the 
morale-building qualities of pol- 


Advertising Age, September 13 
OPENS DRIVE 


1943 


OF LONDON. ENGLAND 


This is the opener in a new series ap- 

pearing in Canadian newspapers for 

Dunhill cigarets. F. H. Hayhurst Co, 
Toronto, is the agency. 


ished shoes, will feature the Shinola, 
2-in-1 and Jet-Oil advertising. 
Half-page color advertisements in 
leading metropolitan papers from 
coast to coast and supplementary 
black and white copy in magazines, 
business papers and newspapers 
with a combined circulation of 
19,000,000 réaders, will carry the 
Shinola message. Jet-Oil advertis- 
ing will be concentrated in its ter- 
ritory. All the polish ads will 
carry the theme that “A shine is 
the sign of a healthy shoe.” 


Y&R Shifts Petri Wine 
Account to S. F. Office 


The Petri Wine Company account 
has been assigned to the San Fran- 
cisco office of Young & Rubicam 
Inc., effective Nov. 1. Courtenay 
Moon, formerly associated on the 
Lever Bros. account in Young & 
Rubicam’s New York office, will join 
the San Francisco staff as account 
executive for Petri. Robbins Mil- 
bank, San Francisco manager, will 
supervise, together with William 
Blees, vice-president of Young & 
Rubicam in charge of West Coast 
service. 


Van Deventer at CIAA 


John H. Van Deventer, editor and 
president, The Iron Age, New York 
will address the Chicago Industria! 
Advertisers Association, Sept. 15 in 
the Hotel La Salle on “Postwa! 
Planning.” 


EVERY PIECE OF PRINTED MATTE! 
Produced Today Should Carry a WA! 
MESSAGE! 
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- @ RESTAURANTS products and supplies purchased by the institutional field. In effect, institutions offer 
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» COLLEGES today a total market of 14.9 billion dollars. 
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e PUBLIC BUILDINGS war problems. 
e OTHER INSTITUTIONS Further details developed by INSTITUTIONS Magazine's Post-War Planning Sur- 
cals. «tet the duration of the wet ONS vey and complete information on the institutional market are available upon request. 
~ Consult your advertising agency or write INSTITUTIONS Magazine, 1900 Prairie Ave- 
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Toss Questions at 
Mark Woods During 
Blue Net Hearing 


Washington, D. C., Sept. 10.— 
Mark Woods, president of the Blue 
Network, sweated through a severe 
FCC cross-examination on Blue’s 
policies toward labor, commentators 
and would-be affiliates today as the 
FCC opened hearings on the pro- 
posed sale of the network by RCA 
to Edward J. Noble. 

Technically, the FCC has no 
power over Blue Network policies, 
but the issues came before the com- 
mission in hearings on the transfer 
of WJ7, New York, WENR, Chicago, 
and KPO, San Francisco, Blue 
owned and operated stations. 

Mr. Woods began his statement 


shortly after the hearings got under 
way, but was interrupted by Com- 
missioner T. A. M. Craven, who 
opened a discussion on the rights of 
minority groups, such as coopera- 
tives and labor, to buy time on the 
air. 

This discussion, with Mr. Woods 
insisting that the network stood 
ready to give sustaining time to mi- 
nority groups, continued for more 
than half the morning session. Fol- 
lowing an intermission, Mr. Woods 
resumed his hearing, only to get 
into another cross-examination with 
the commission over Blue’s refusal 
to accept KFRO, Longview, Tex., 
as an affiliate. 

In explaining the value of the 
Blue as a network property, Mr. 
Woods said in his prepared state- 
ment that advertisers expect total 
coverage from a network; concen- 


gram structure; and advantageously 
located affiliates. Mr. Woods said 
50 stations had been added to the 
Blue in the past 18 months, “pro- 
viding maximum coverage in the 
areas of denser population.” 
“There is little overlapping or 
duplicated circulation in the Blue 
Network,” he said. “The net result 
is the Blue is a more economical 
medium for the advertiser.” He 
pointed out that time sales in 1942 


| were 22.7% above 1941, and for the 


first six months of 1943, 60.9% 


‘above the similar period of °42. 


Mr. Woods also reported that 
Blue’s programming policies were 
likely to continue under Mr. Noble’s 
ownership, “since Mr. Noble has 
expressed satisfaction with them.” 
Both he and Edward Kobak, Blue 
general manager, will be retained 


by Mr. Noble. 
tration or pattern of coverage; pro- 


In reply to a question by Mr. 


Advertising Age, September | 


Craven, Mr. Woods said that the 
network tried to maintain a balance 
of opinion regarding commentators, 
but did not interfere beyond a re- 
quirement that opinions be in good 
taste, and free from libel. 

Commissioner Craven _ asked 
whether the Blue would sell time to 
any economic group. Blue’s policy, 
Mr. Woods replied, was to sell no 
time to such groups except during 
political campaigns. He said the 
network had recently refused time 
to the Little Businessmen’s Associa- 
tion, but was willing to give time 
on a sustaining basis. 

Chairman Fly asked whether Blue 
was prepared to sell time to indus- 
trial organizations to put on com- 
mentators representing their point 
of view. “Would you put on Ed- 
ward J. Cameron for Ford?” he 
asked. 

Mr. Wood said Blue would accept 


es Indeed. 


Farmer H. G. McCoy, First National’s popular V.P., is in a jam—learning 
the hard way that housing projects should allow for expansion. Growth, 
Mr. McCoy, is the destiny of small pigs, if not their destination. We're 
sorry we couldn’t accept your subscription to the FARM JOURNAL for it 
might have saved you a deal of trouble. You can cope with your housing 
shortage, however, while the paper shortage limits the FARM JOURNAL 
to 2,700,000 copies—all consigned to prepaid rural subscribers. 


Except for paper restrictions, the FARM JOURNAL would be well up 
toward an edition of 3,000,000 copies. Though we long ago gave up all new 
circulation effort, mailbags full of subscriptions are received each month— 
spontaneous recognition of that editorial leadership which has made 
FARM JOURNAL the largest rural magazine in America. If you raise your 
own spare ribs or simply want the truth and all of it about the farm situa- 


tion, borrow if you must, but at any rate read the FARM JOURNAL. 


GRAHAM PATTERSON, Publisher 


Of the 
FIRST FOUR 


General Magazines 


ONE 


covers the rural market 


Pigs Grow Bigger 


JOURNAL 


Washington Square, PHILADELPHIA 


1943 
Mr. Cameron as part of a Fo pr 
gram, “so long as there was , po 
dence that he was presentin,; Spe. 
cific point of view by instruc: on .4 
his sponsor.” of 

“We are in the advertising py 
ness,” Mr. Woods said. “W. wan, 
to sell products to people. y don’t 
sell time to groups for discus. ion of 
specific problems because thx with 
the most money would mo: lize 
the best and most time fo: thei; 
point of view.” 

Offers Sustaining Tim. 

Chairman Fly interjected. “You 
mean to say because you se time 
to one man, you lose contro] o/ your 
programming? So long as you take 
this attitude, most causes wil! neve, 
get on the air.” 

Mr. Woods replied that the Bly. 
was prepared to give sust ining 
time to groups with a point of viey 
to represent. Chairman Fly snappegq 
back, “These groups—the coopera. 
tives, the A F of L—they don’t wan; 
to come to your back door for 
handout. They want the same treat. 


ment others get. i 

The commission denied without 
prejudice a petition of the Ameri. 
can Network to intervene to oppose 
use by Mr. Noble of the name 
American Broadcasting System, on 
the ground that it would cause con. 
fusion. Commissioner Norman §. 
Case, in dismissing this action, left 
American Network the right to in. 
tervene if Blue should change its 
name to American, or any similar 
name. 


Continental Promotes 
Goodwin and Carlier 


H. A. Goodwin, who has been 
advertising manager of Continental 
Can Company, New York, for the 


H. A. Goodwin R. R. Carlier 


past 15 years, has been appointed 
director of sales development. He 
will direct the market analysis and 
postwar planning activities of the 
company. 
R. R. Carlier, who has been 
assistant advertising manager for 
the past six years, succeeds Mr. 
Goodwin as advertising manager. 


FCC Denies NBC Bid 
for Added Option Time 


The Federal Communications 
Commission last week denied a re- 
quest by the National Broadcasting 
Company for amendment of FCC 
chain broadcasting regulations per- 


mitting the network to add one- 
half hour weekdays and one hour 
Sunday to its option time with af- 


filiated stations. 

NBC offered to give up twice the 
amount of time during its morning 
hours, to make up for the evening 
extensions. The rules, which be- 
came effective June 14, limit option 
time to 12 hours daily. 


YOU CAN'T 
COVER MICHIGAN 
WITHOUT... 


to national @ 
ing. They un 
it—so much ° 
originates here 

ulation 67,776 


“THE BATTLE CREEK 
ENQUIRER «> N 


ALLEN-KLAPP CO. Mew York - Chicage- © "* 


a | 
ISR / | “4 
oo : : 
’ \. Ay) x — Y a : 
ih) 4; 4) ye | 
yyy ¢ i : 
F \ : a: 
a ah’ aad 
~~ a \ | 
Wee \ f : 
> “4 € 4 : : 
_ : : Ds = ‘, ; ste 
s ~~ s - eer ——— } r : r 
‘ at a“ S ™ e : % 
, , Ss lJ '° — | 
aN [— fs 14 
we 2 P ;? ¢ oe , 
“ = a 4) : > A & » ed 
. | : | | G \ , ; | 
: ee y 
e * e 
— ote Lf; —- 
FARM BC eg 
sounnaL gs 6) 7a i OE 
caw pea Gp ee 
ee Fh er Dae —“~ ‘SGotenen Lt ~ 2 S 7 A < °. 14 
me a, A 
Ranier eee., Ady MySay ion / { 
| BODIE LK KG 
Ie a aS _ 
—_ x i Cae ap 
; 9 _ People in 
7» we 7h = ee MI ca Creek are re ot 
FARM == SLT YT 
; J 
Se ee ee ae Paes i eee SS py. bie et ae i 


Sl rCFT TO TFC ee 


Fy 


Ir it had not been for 
the guidance of a devoted 
father, Marie Curie might 
have spent her lifetime as 
an obscure governess in a 
small Polish town. 


But Marie Curie’s father 
loved books, and transferred this affection to his chil- 
dren. For years he read to them, hour after hour, great 
stories of travel, adventure and the literary masterpieces 
of the past. 


And so, alone in that country house, the young 
governess turned to books as her teachers. She read 
everything. She borrowed books from visitors to her 
employer's factory. She locked herself in her room at 
night to read them. 


Referring to the hundreds of books she read, 
Madame Curie was to write forty years later, “As I 
tried gradually to discover my true preferences, I finally 
turned toward mathematics and physics.” 


Thus, reading lighted her way to a new discovery 
—radium—that gave birth to a new science, a new 
philosophy, and provided mankind with the means of 
treating a dreadful disease. 


7 ry sd 


READING IS THE KEY that unlocks the door to the world’s 
great storehouse of knowledge. Just as Madame Curie was 
first inspired to begin her own brilliant researches, so read- 


; oe 
a ore, * 
* * 
- a. 


MADAME CURIE was to remember forever this evening of glowworms... 
faint bluish light glimmering from tiny glass tubes of the magic new substance she had discovered. 


Her READING gace hirth 
to a NEW SCIENCE 


ing has helped many others grow to greatness. It affects the 
lives of us all. 


Today—The American Weekly is helping to cultivate and 
develop this priceless habit of reading in more than 7,500,000 
American homes. Its fascinating stories of real people grip 
the imagination of millions. Its stirring tales of love and 
crime, mystery and adventure satisfy the human hunger for 
romance and excitement. Readers see themselves in these 
daring roles ahd romantic intrigues, because the characters 
are real people: the stories are true to life, dealing with 
fundamental human interests. 


Recalling Madame Curie’s passionate interest in science, 
there is today a widespread thirst for scientific knowledge, 
which The American Weekly satisfies with its up-to-the-minute 
reporting of the newest developments in the fields of physics, 
chemistry, medicine, art, philosophy, education and religion. 
These articles are so authentic and advanced that teachers 
and scientific institutions all over the country constantly use 


Greatest 
Circulation 


in the World 


this material. Yet it is so simply and clearly written a child 
can read and understand. 

Of course, this widely read magazine is not especially 
edited for the scientist or the scholar. It does not aim to 
teach medicine to the doctor, nor history to the professor. 
But among its millions of readers are thousands whose 
lifelong interest in particular fields of learning was first 
stimulated by the vivid impression gained from the reading 
of an article in The American Weekly. 


Who can measure the enormous influence, the great pro- 
ductive power of this mighty magazine that has become so 
much a part of America? 

7 yg ry 

The national advertiser who associates his products with 
such an institution is tying up with the greatest force known 
in advertising. He is making his advertising message, like 
the rest of The American Weekly, the week-after-week reading 
habit of more than 7,500,000 American families. 


THEN ERICAN 


= FAW EEKLY 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Bunc., Cuicaco . . . . . 5 Winrunor Souane, Boston 


Genenat Morons Bunc., Dernorr .. . . . 101 Manserrs St. Artanta 


. Hanna Bune... Crevetano 
. Heanet Bune., San Francisco 


secsel Ancape Bunc., St. Louis 
. Epssow Bipc., Los Ancetes 
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New Campaign 
Promotes Bexel, 


ducting a four-month free sampling 
test among the stars, directors and 
supplemental personnel of Para- 
mount Pictures in Hollywood, Mc- 


Kesson & Robbins is releasing a na- | 


tional advertising campaign on 
Bexel vitamin B complex capsules 
through J. D. Tarcher & Co., New 
York. 

Media include The American 
Weekly, Good Housekeeping, This 
Week Magazine and New 
Times. 

The unusual sampling campaign 
was initiated last May when Mc- 
Kesson & Robbins, in cooperation 
with the picture company, started 
furnishing the studio’s 3,000 workers 
a daily vitamin diet “to meet the 
challenge to health created by vol- 
unteer war work in addition to the 
long hours and nervous tension on 
picture assignments,” according to 
L. M. Van Riper, vice-president of 
McKesson & Robbins. The coop- 
erative effort will continue for 12 
months, and already 85% of the 
studio employes take two Bexel 
capsules daily which they obtain 
either from the property man on 
their assignment or at the restau- 
rants where they lunch. Bottles for 
home use are supplied free to those 


| Life,” and copy headlines the state- 


B Complex Vitamin 


New York, Sept. 8.—After con- | “good good health.” 


York 


who request them, 
First bBexei: auvertisements fea- 
ture Mary Martin, star of “True to 


ment: “What you envy is Mary’s 
euphoria!” This is subsequently 
defined as “buoyant vitality” or 
The illustration reveals Miss 
| Martin singing “vivaciously for de- 
|lighted soldiers” and eating lunch 
| with a bottle of Bexel near at hand. 


Frailey Names 
Irwin Vladimir, 
Starts Campaign 


| New York, Sept. 9—Irwin A. 
| Vladimir & Co., New York, will 
/handle domestic and foreign adver- 
|tising for Frailey Products, Inc., 
|New York, opening with a cam- 
paign for Thine hand creme in the 
| Middle West and on the West Coast. 
Starting today and running through 
December, advertisements will ap- 
pear twice a week in 11 newspapers 
in Texas, Missouri, Arizona and 
California. 

Copy features the slogan, “For 
smoother, whiter hands tomorrow, 
apply Thine hand creme tonight,” 
appealing to the universal feminine 
desire for lovely hands. 

In addition to the campaign for 
Thine hand creme, the agency will 
also handle advertisements for the 
Frailey drug products in the future. 


In Washington... | 


Vicory News 
Brings No Change 
in Product Goals 


Civilian Production 
May Be Boosted, But 
Only Slightly 


Washington, D. C., Sept. 9.— 
Everybody in Washington this week 
is asking, “Will the defeat of Italy 
result in big cutbacks in military 
production or in the manpower re- 
quirements of the armed forces?” 

There is no official answer. But 
those who watch the situation 
closely believe, in spite of profes- 
sionally optimistic Congressmen, 
that there is little hope for a civilian 
supply program of such volume 
that selling organizations will be 
needed. 

The fact is that the men who are 
running this war, the men who have 
been right too often in the past, sin- 
cerely believe that the hardest and 
bloodiest fighting lies ahead. In 
warning Wednesday night that the 


ringy’s in the Movies Now! 


A few months ago we told you how Alvino Rey’s Orchestra had 


begun using Sonovox to make Alvino’s electric guitar “talk and 


sing” . 


. . how the stunt had caught on from Coast to Coast... 


how Stringy (the guitar's voice!) was actually getting fan mail' 


Now, Alvino Rey, his orchestra, the King Sisters and Stringy 


have just been starred with 


Universal's “Larceny With 


Benedict and directed by Edw 


and see this entertaining show. 


ard Lilley! . 


Allen Jones and Kitty Carlisle in 


Music” produced by Howard S. 


.. Watch your papers 


Ten to one you'll fall just as 


hard for Stringy (and Sonovox) in the movies as millions of 


other fans have on the radio! 


And—if you want a live demonstration of how it’s done, call any 


of the offices below for an appointment. 


WRI 


GHT-SONOVOX, INC. 


“Talking and Singing Sound” 


FREE & PETERS, INC. 


Exclusive National Representatives 


CHICAGO: SN Maheeee 
Franklon 6878 


Plaza $-4181 


MEW VORK: 24> Part Ave 


SAN FRANCISCO: 55: Switer 
Sutcer 4555 


HOLL VYWOOD: 55:2 N. Gorden 
Gladstone 3949 


Some Typical 
SONOVOX PIONEERS 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap vrive) 
McCann Erickson, Inc 


Buick Motors Division, General 


Motors Corp. 
Arthur Kudner, Inc. 


Chicago, Milwaukee, St. Paul & 
Pacific R. R. 
Roche, Williams & Cunnyng- 
m, Inc. 
Colgate Paimative Peet Company 
(Vel, Palmolive) 


Ward Wheelock Co. 


Delaware, Lackawanna & Western 
Coal Co. 


Ruthrauf & Ryan, Inc 
Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, In 


Christian Feigenspan Brewin 
Company (Feigenspan oan 
Dobler P. O. N. Beers and Ales) 

Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 


J. Potts-Calkins & Holden, 
Ine. 


Griesedieck-Western Brewery Co. 
(Stag Beer) 
Maron, Inc. 


Grocery Store Products Sales Co. | 
Inc. (Fould's Macaroni Products) 
Campbell-Ewald Co., Inc. | 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchell Faust Advertising 
Company 

Andrew Jergens Co. 
(Woodbury's Products) 
Lennen & Mitchell, Inc 


Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauf & Ryan, Inc. 


Lyon Van & Storage Co. 
Batten, Barton, Durstine & | 


Osborn, Inc. 
National Broadcasting Company | 
Naval Aviation Selection Board 
Navy Seabees (U. S. Navy, 

Construction Battalions) 

Office of Civilian Defense } 

(Region Six) 

Pabst Sales Company (Pabst Beer) 

Warwick & Legler, Inc. 

Pan American Coffee Bureau 

Buchanan & Co., Inc. 

Purity Bakeries Service Corp. 

(Taystee Bread, Grennan Cakes) 
Radio Corporation of America 

Ruthrauff & Ryan, Inc. 

Radio Station KOMA, 

Oklahoma City 
Alvino Rey and his Orchestra 

(in all broadcasts) 

Shell Oil Company, Inc. 

J. Walter Thompson Co 
U. S. Treasury Dept. 

Universal Pictures Company, Inc. 

(‘Larceny With Music’’) 

Warner Brothers Pictures, Inc. 

(Thank Your Lucky Stars) 
Willards Chocolates, Ltd 

Cockfield, Brown & Co., Ltd 


Velie-Ryan, Inc. (Nesbitt's 


California Orange Drink) 


ATLANTA: 522 Palmer Bing 
Main $667 


| 
| 
| 
| 


fall of Italy is no time for celebra- 
tion, President Roosevelt was speak- 
ing for these men, the political 


leaders, soldiers and _ production 
bosses who are responsible for vic- 
tory. 

One influential United Nations 


official made this clear recently in 
explaining why he wouldn’t bet on 
victory over Germany in 1943. He 
said that the Nazi army of 200 divi- 
sions is still intact despite large 
Russian territorial gains. 

When this army is drawn out of 
Russia, the Balkans, Italy, France 
and Norway, he said, it will be like 
a trapped panther, with hunters ap- 
proaching from all sides. It will 
be trapped, but it will be in a posi- 
tion to inflict heavy casualties. 

At Quebec, it was decided that 
the time has come to carry on 
simultaneous war against Germany 
and Japan. To put 100,000 men 
against Japan requires many times 
as much equipment as we need to 
put an equal number against Ger- 
many. 

From this account of the military 
future, it becomes quite clear that 
no lowering of production sites can 
be expected. It may be true that 
from time to time theer will be ad- 
justments of production to suit the 
type of war we will fight, but large 
contractors will find there will al- 
ways be a war item for them to 
make. Some small plants may turn 
to civilian production, but their out- 
put will be in such demand that so 
far as “normal business” is con- 
cerned, it will be as if they were 
still doing war work. 

* * 


General Hershey said that the 
victory over Italy may reduce man- 
power requirements of the armed 
forces. 

This would not be inconsistent 
with the Quebec plan for concurrent 
offensives against Japan and Ger- 
many. Yet in Washington Thurs- 
day Lt. Col. Francis V. Keesling Jr., 
chief liaison and legislative officer 
of selective service, warned that the 
Wheeler bill preventing drafting of 
fathers would upset and perhaps de- 
lay military plans of the high com- 


mand. He said 446,000 fathers 
would be called by Jan. 1. 
a * * 
Appeals for manpower reforms 


and other steps to relieve the paper 
shortage are not going to prevent 
drastic cuts before long, it appears 
on a review of the wood supply sit- 
uation. 

Harold D. Boeschenstein, WPB’s 
coordinator assigned to beat the pa- 
per problem, told ApVERTISING AGF 
in an interview last week that 
whatever happens, the next nine 
months are going to be tough. Even 


|such wod as we are getting today— 
}and production 
| normal—is subject to heavy demand 


is pretty close to 


from users who get priority over 
publishers. Much of the pulp is 
needed for nitrate industries to 
make explosives. The Army and 
Navy, and the Government Printing 


' FSP 4 


Advertising Age, September 1° 94. 


Office get nearly all they need. The | 


paperboard and _ container 


tory cartons, and other supplies 
Then come the publishers, f: Wed 
by others who fare even worse. 

We are using more wood 


pulp purposes every month thy = 
are cutting. As a result We hay. 
eaten so deeply into U. S. wogg 
stocks that these stocks will be » 
an irreducible minimum by Noy, ; 
From then on, the nation wi 
either have to get along on its woo, 
output and imports by economies 


pulp use—or it will have to , 
on finished paper inventories, 
palative of limited possibilitie 

The newspaper industry ad 
committee voted to indulge ji 
luxury, taking only a 5% cut i 
fourth quarter quota, and n 
up the difference from inve 
It hopes, of course, that the 
national committee now stud 
the paper situation will bring 
lief before the first quarter of 
year, when papers will face a ; 
ous and inescapable cut. 

The cut for magazines for the 
fourth quarter may run anywhere 
from five to 15%, depending op 
whether the industry advisory com. 
mittee task force which met with 
WPB last weekend decided to g& 
through the busy Christmas season 
on inventories, too, or take the cut 
now. No matter what happens 
however, there will be a reckoning 
on the first six months of 1944 be. 
cause if there is no wood there just 
can’t be any paper. 

* * * 

An important questionnaire wil] 
soon be sent to all publishers by 
WPB asking quantity and weight 
of paper they will need in 1944 
This questionnaire, it is stressed, js 
of vital importance because wood 
allocations to mills will probably 
be based on the results. 

If results are far off, mills simply 
won’t have paper to meet publish- 
er’s quotas. 


Chicago Kenyon and 
Eckhardt Office Opens 


Quarters for the new Chicago of- 
fice of Kenyon & Eckhardt, whose 
formation was announced several 
weeks ago, have been taken in the 
Field building, 135 S. LaSalle St 
The telephone number is Randolph 
6470. Chester Foust, former vice- 
president in the Chicago office of 
J. Walter Thompson Company, is 
vice-president in charge of the new 
K & E office. 

Mr. Foust revealed that K & E 
will expand its outdoor department 
and make Chicago headquarters for 
this activity, and will also install 
facilities and staff for radio produc- 
tion, but reported that personnel of 
the new office will not be an- 
nounced until Oct. 15. 

New accounts to be served by the 
Chicago K & E offices after Dec. 31 
“will be announced by the adver- 
tisers themselves before that date, 
Mr. Foust said. These accounts 
have unofficially been reported 1 
include Kellogg Company (part of 
whose advertising is now handled 


people; by K & E in New York), Morto! 
|use 25% of our kraft paper for Vic-| Salt Company, and possibly others 


ever! 


Advertisers in Industrial Equipment New 
the benefits of eleven years of reader prefer: 0° 


Plant operating men know the differen: 
52,000 of them request Industrial Equi; 
News because it gives them more new pr 
and more product information . . 
them first. 


rent 
juet 


. gives ‘tt 


get 


Product information is more VITAL now b# 


% 
Lidustrial 
Eguipment 


News 


THOMAS PUBLISHING COMPANY e 461 EIGHTH AVE., NEW YORK 1, NEW Y¥ RK 
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Sunday Roto & Comics 


ADVERTISING 


All but national adv 


ertising 


EDITORIAL 
_, . Features Omitted 


News Index 


Reduction of: 
Comic Section to 12 pages 


Country Roto to 8 pages 


Handwriting 
“How He Proposed” MECHANICAL 
Embarassing — Reduction in: 


Beauty & Love Answers 


True Story illustrations 


Comic papet weight 
Roto cylinder cut-off 


Deathless Deer Waste 

Comic notices 

Short Story oRcuLATION - raised to 
Rector’s Recipe Sunday d Canada 


Poems You Ought to Know 


Aesop’s Fables 


1o¢ in 34 states an 


ns 
Unsold papers and return 


drastically reduced 


omitted from Daily Country 


circulation 


Reduced advertising in Sun- 
day Black and White 


country editions 


Number of pages reduced 


Classified omitted Friday and 
Saturday 


Classified limited to 10 lines 
maximum 


sing where- 


tailed adverti ' 
Curtail = 


ever possible in all sect 
of The News- 


Other Features Condensed 


Result: In 1943 The News wi 


() 


ll use approximately 17,000 tons 


less newsprint than in 1941. 


For years, The News has had the largest circulation 


of any newspaper in America . . . and its phenomenal 
growth continues! In August, daily net paid circulation 
exceeded 2,050,000, an all-time high! Sunday 
exceeded 3,900,000, an increase over August 1942 
of 100,000 copies, and 300,000 over August 1941 
... despite curtailed distribution of more than 
200,000 copies. 

News circulation continues to rise without contests, 
special promotions, or stimulants. Even our normal 
procedure of promoting sales on news breaks has 
been curtailed. But we have maintained a terse, con- 
cise, readable, interesting newspaper. 

As News circulation mounts in response to public 
demand — we have taken vigorous efforts to keep 
newsprint consumption down. 


All phases of News operation . . . distribution, pro- 


4IGHEST DAILY CIRCULATION IN HisToRY! ‘1 


ie Bey 


duction, and advertising . . . have been carefully stud- 
ied to save newsprint. We've fine-combed, instituted 
small savings as well as large. The list of savings on 
this page is incomplete, because our study continues, 
and new savings are being put into effect from day 
to day. 

‘We point with pride to our newsprint savings rec- 
ord. It is among the best of any newspaper in America. 
This record was made in the face of rising circulation 
and gains in the largest newsprint-consuming 
advertising classifications — general, comics, roto- 
gravure and coloroto. 

Before the war, The News led all morning news- 
papers in America in retail advertising. Despite news- 
print curtailment and‘a shortage of heavy lines, 
The News in 1943 is still publishing more retail adver- 


tising than any other morning newspaper in America. 


NEWS 


PICTURE NEWSPAPER 


NEW YORK'S 
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Private Lines 


Ford dealers in the Philadelphia 
area are sold on the “sell now” 
plan of Universal-CIT Credit Cor- 
poration (AA, May 31) and are 
backing the idea with large news- 
paper space paid out of their own 
pockets. Copy urges car owners to 
grab an extra trade-in value on a 
new postwar car by selling their 
present models. CIT certificates 
guarantee cash value—if needed at 
any time—or preferential delivery 
and full trade-in value on any post- 
war model car. 

* * + 

Although initiating only a limited 
program, J. Walter Thompson Com- 
pany, Chicago, will use a number of 
newspapers for four-color comic and 
rotogravure copy for the Chrysler 
Corporation—the first release by 
JWT for the motor maker. 

* * * 


A new scrap metal drive for a 
“scrap metal bank .. . metallurgical 
blood plasma” will get under way 
shortly with newspapers expected 
to play a big role, as they did in 
last year’s immensely successful 
campaign. 

* * * 

Arthur Whiteside’s office at WPB 
hopes to get some civilian goods, 
mostly maintenance and_ repair 
parts, into production shortly, per- 


haps within a month. When pro- 


duction is resumed some firms may 
be permitted to produce for civil- 
ians even though leaders in their 
field may still be engaged in war 
work. The argument is that vol- 
ume will be so limited that it will 
not give any particular advantage 
in postwar marketing. 

ao * ae 


Treasury experts are predicting 
that newspaper advertising for the 
3rd War Loan will reach the 100,- 
000,000-line mark. 

* * * 

Advertising men with govern- 
ment agencies have long been dis- 
turbed by the reluctance of many 
top notchers in the field to do gov- 
ernment work. Latest instance of 
a key government advertising job 
which is proving hard to fill is that 
as chief of the OWI Radio Bureau, 
which Don Stauffer is leaving on 
the expiration of six months’ leave 
from Ruthrauff & Ryan. 

* * * 


Publishers at the newspaper in- 
dustry advisory meeting in Wash- 
ington Sept. 3 were frank in telling 
WPB that they thought suppli- 
mental paper grants so far have 
been too generous, and in recom- 
mending wider publicity and faster 
action. The printing and publishing 
division promptly put into opera- 


| tion all suggestions. A list of grants 


henceforth will be released every 
two weeks, and all applications for 
fourth quarter supplimental paper 
must be in Sept. 15, with a promise 
of action by Oct. 15. 

a * * 


Cocking Named Editor 


of ‘School Executive’ 
Dr. Walter D. 
Cocking has been 
appointed man- 
aging editor of 
The School 
Executive, pub- 
lished by the 
American School 
Publishing Cor- 
poration. For- 
merly dean of 
the College of 
Education of the 
University of 
Georgia, Dr. 
Cocking is widely 
known in_ the Dr. W. D. Cocking 
field of educa- 
tional administration as author, 
adviser to important national 
groups and as consultant in connec- 
tion with educational surveys. 


r 


Joins Benton & Bowles 


Eunice Powell has joined the 
media department of Benton & 
Bowles, New York, as space buyer. 
For the past seven years Miss 
Powell has been with McCann- 
Erickson, going to New York from 
the Cleveland office where she 
served as assistant space buyer. 
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“HARVEST,” BY CLYDE BROWN 


HROUGHOUT all Prairie Farmer Land, the Wheels 
of Fortune are turning—often as many as 16 hours a day. 


There’s much more than profit incentive back of the 
tremendous effort these farmers are putting forth to pro- 
duce “The Food to feed the World.” There’s a deep down 
Patriotism of the unselfish sort which makes Prairie 
Farmer-WLS especially proud to serve this vast army of 


working families. 


With confidence earned through many years of service 
they look to Prairie Farmer-WLS for the news, market 
reports, farm counsel, religious inspiration, and clean 
entertainment which best meet their daily needs. 


Yes—"“The Wheels of Fortune” are turning in Prairie 
Farmer Land and more and more advertisers are recog- 


nizing the moving force 


of the double-powered sales 


combination—Prairie Farmer and WLS. 
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ouble Your SALES Power «t Prairie Farmer Land/ F 


Media Support of 
3d Loan to Exceed 
All Past Efforts 


Washington, D. C., Sept. 8.—As 
the 3rd War Loan drive got under 
way today, Treasury bond selling 
specialists predicted that more than 
30,000 full newspaper pages of ad- 
vertising and $7,500,000 of con- 
tributed advertising will bring the 
“Back the Attack” message to the 
nation in every medium. 

Advertising space and time con- 
tributed to the 3rd War Loan is 
expected to exceed the record vol- 
ume of the 2nd War Loan, when 
newspapers carried nearly 73,000,- 
000 lines of bond copy in a three- 
week period and radio carried 118,- 
000 announcements and 8,000 pro- 
grams of 15 minutes or more. 

In addition to advertising sup- 
port, virtually every newspaper in 
the nation is giving front page space 
to the drive, and hundreds of edi- 
torials have already appeared. The 
Treasury has already paid tribute 
to the press for its support of the 
drive, both through news coverage 
and millions of lines of advertising. 

National advertisers are expected 
to contribute more than $4,000,000 
and it is estimated that retail stores 
will spend $3,500,000 advertising 
the 3rd War Loan. These retailers 
have pledged at least 10% of their 
September advertising budget to 
the campaign, and in larger cities 
some stores have pledged up to 
30%. 


Extension Plans Made 
The coordinated advertising ap- 


| peals, which will dominate news- 
| papers, magazines, radio broadcasts, 
| outdoor posters, car cards and store 


displays throughout the remainder 
of September, are the results of 
three months of planning by adver- 
tising experts assigned to the Treas- 
_ by the War Advertising Coun- 
cil. 

The bulk of the job was handled 
by three volunteer agencies ap- 
pointed by the WAC. They are 
Albert Frank-Guenther Law, with 
Emmett Corrigan in charge; Ruth- 
rauff & Ryan, with Everett Grady 
in charge, and Young & Rubicam, 
with Milford Baker in charge. Spe- 


Advertising Age, September 1: 


cial advertising for busines 


farm papers was prepared by ©. y 
Basford Company and Fpryj, 
Wasey & Co. Stuart Peabody aq’ 
vertising director of Borden Com. 
pany, is WAC Treasury coord: nato, 
with Guy Lemmon, staff manage, 
Representing the Treasury in de. 
velopment of advertising plan: vere 
Oscar Doob, assistant sales directo, 
of the war finance division in arge 


of advertising, and Tom Lane, 


a ns Nlef 
of the advertising section. 


Maxon to Speak 
at Food Meeting 


Chicago, Sept. 9.—Lou M: 
Detroit agency head, will mak 
first public address since resigning 
as OPA deputy administrator whey 
he appears before the Nationa) 
Food Conference to be held here 
Sept. 16-17, at the Hotel Shermap, 

Other national leaders will attend 
the conference of producers and 
consumers, which will be presided 
over by Frank Gannett, of the Gan. 
nett Newspapers. All phases of the 
food field will be covered during 
the five sessions of the conference 

Mr. Gannett summoned the con- 
ference after state directors, secre. 
taries and commissioners of agri- 
culture expressed alarm over a 
“steady, day-by-day deterioration” 
of programs of food production, 
rationing, price ceilings and dis. 
tribution” and “apparent bungling 
and confusion in the wartime food 
program on the part of the nu- 
merous duplicated agencies dealing 
with this vital problem.” 
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Borroff Named Consultant 
E. R. Borroff, vice-president and 
central division director of the 
|Blue Network, and manager of 
WENR, Chicago, has been appointed 
Chicago regional consultant to the 
Domestic Radio Bureau of OWI 
The Chicago consultant’s post ha 
been vacant for several months 


Gibbs Appoints Browne 


Thomas B. Gibbs & Co., Delavan 
Wis., manufacturer of electronic 
equipment, has placed its account 
with Burton Browne, Inc., Chicag: 
Business publications will be used 
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WATIONAL HEADLINER, 


Financial Editor Sylvia F. Porter is 
one reason for this silver flood. Her 
Headliners 
Club for “outstanding achievement" 


citation from National 


was a unique honor for a 


THEY BUY 
BoUNTIFULLY 


People who 
per 


in what it 


No other evening New York 
this rich legion. Write, wire 
Kennelly—National Advertising 


details, as we have no _ national 


of the day are poured onto New 
York newsstands by eager 


intelligent people who read the 
New York POST. Remember 
the other three 
—_ — sell for three cents each. 


premium for a pa- 
because they 
like it and believe 


for are swell 
vertising prospects 
for every kind of 
merchandise .. . 
Yours, for example! 


evening 


woman. 


gaor Be! CATs, ' 
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pay a 


stands 
ad- 


paper reaches y, 
or phone Ed ¥7, | 
Manager, for Cary 


representatives. 
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WITH MORE THAN A MILLION READER-FRIENDS 


It's Chicago's BASIC 
Advertising Medium for Merchant and 
Manufacturer Alike = = + 


BASIC, yes . . . the picture tells a meaningful story to advertising medium ... Averages three readers for each 


advertisers... Here are people homeward bound at 


single copy printed . . . Concentration of readers per 


workday’s end ... And with them goes Chicago’s HOME 
GOING newspaper . . . Not a single copy of The Chi- 
cago Daily News will be discarded on the train. . . No, 
no! Because the family is waiting for " Waiting rs 
pectantly ... Whether it arrives by train or “L” or bus 
or trolley the family eagerly looks forward to the home- 
coming Daily News. ’ 


BASIC, yes . . . The Daily News audience is Chicago's 


key-audience . . . The Daily News is Chicago’s wasteless 


copy as against reader spatteration .. . Maximum effi- 


ciency, maximum economy. 


BASIC, yes . . . Advertisers by their own reasoning, ex- 
perience and final judgment confirm the truth of this 
statement. In the first six months of 1943 these con- 
vinced advertisers placed more Total Display linage in 
The Chicago Daily News than any other Chicago news- 


paper—morning, evening or Sunday.* 


THE CHICAGO DAILY NEWS 


*Source: Media Records 


FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaze 
DETROIT OFFICE: 7-218 General Motors Building 


SAN FRANCISCO OFFICE: Hobart Building 
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EXECUTIVES CONFER ON INFLUENCING WAGE EARNERS. 
Alex Afanassieff, True Story representative, Lauren H. Ashe, adver- 
tising manager of E. R. Squibb & Sons, and E. J. Michaels, Squibb 
manager of market research, map plans for getting Squibb’s message 
across in this vital market. For years, Squibb executives have worked 
closely with Macfadden representatives. Today, Squibb is spending 
more advertising dollars with Macfadden than ever before. 


Alonzo Canning, shown with his family, isa fireman 
in a shipyard. Mrs. Canning has read True Story 
for many years as her mother did before her. 
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THESE LITTLE KNOWN FACTS 
SPELL OPPORTUNITY FOR 


TOMORROW’S BRAND LEADERS 
,—_ - 
Last year in magazines predomi- 
nantly edited to White Collar Families {) 
103 million dollars § am were spent. And the 
White Collar Family’s share of national income 


was approximately 22 billion dollars 
At the same time, <I in magazines 


primarily edited to Wage Earner Families 
pie (magazines which talk the Wage Earner’s 
own language—have opportunity to really in- 
fluence E 2 them) only 10 million dollars 

¢ were spent, although their share of the 
national income amounted to 66 billion 
dollars ByESs*): 


In other words, Wage Earner Families, with 


three times as much income, are getting only 
1/10 as many advertising dollars as White 
Collar Families!* 


*In fact, the White Collar Family’s share of national 
income and the advertising dollars allocated to them has 
undergone practically no change since 1919, while Wage 
Earner income has tripled! 
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We must pre-sell Wage Earners now 
Ah Thas —T 1. 
on the products we'll have available on 
7 ‘ 
V-Day” says w. A. Grove ) 
Sales promotion Manager: 
Edison General Electric Appliance Co. 
yo insure full employment and continued 
prosperity after victory: we must begin now, 
to condition the Wage Farners of Amer" 
for the post-war periods to build the<onfi- 
dence which will sustain prosps wy, to en 
. courage the public to buy @ War Bonds- 
which will both help W} e War and later 
provide funds for P7 g(-war purchases: 
; “We in may yément can’t do this job by 
. talking . oaee a eS - Our advertising must i eeatiniestetemnenetttitiniinaienen hemamennstemmednisiiimiamtenemeiamenemnmetianal i 
reach Bond influence) influence the millions of Wage 
: Farners Wr aeprise more than half of ouF 
total markets- They are the ones We must a 
gell if we are to reach our post-war objectives 
| in sales and 0 mployment-” 
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Joes your advertising 
jWage karners? 


‘S} You spend valuable time perfecting your message... but 


are you placing it where it gets across to Wage Earners ? 
S 


ET’S AGREE that coverage may be easy. If you spend T, 
L enough you may reach everybody, but you need Wage he MACF ADDEN MILLIO N S 


Earner influence—and influence on Wage Earners is still 
another story. ETEK. 
Wage Earner families may see things differently than 


you, or your favorite editor. These differences may be as 
wide say, as the distance between your desk and their 2. 
bench. Your ‘‘2 plus 2’’ may equal 5 to them. 


Back in 1919—under conditions almost identical to 
today’s— Macfadden editors pioneered in editing to this 


est si : 
market Single slice of the Powerful Wage Earner 


3. 16 out of every 100 U.S 


famili 
4. 21 of every 100 urban fam ” 


market. To do so they developed a new kind of magazine - 24 of oveey tee = ilies, 
... Magazines with understanding of Wage Earners’ counting for 65% aries. in the 97 markets ac. 
problems, ambitions, viewpoints. (All these coverage figure sales. 

This 25-year head start over most publishers has resulted may double throigh in the above Points 
in more Wage Earner influence for Macfadden magazines Th eM AC F Pass-on’’) 
than for those of any other publisher. AD D 


For 25 years, Wage Earners by the thousands have 


put their own lives and problems and experiences down G, 
on paper and sent them in to us. The real knowledge and (1h 


human understanding culled from these letters, together 


with dozens of reader polls, has enabled Macfadden 6. Cover age comparable to d 
editors to win and hold their loyalty...to help these 7. Coverage comparable to : vi 
people lead better lives... 8. waereee that follows minke, me wspapers. 
The future of your business may well depend on these of any pub lesst issue by anf newer shifts 
people. Most key advertisers recognize this Wage Earner 9. Brand and packa es 


&e identity, 


importance and Macfadden’s hold upon them. That is 10, 
why Macfadden magazines are today running at a higher 
advertising level than for many, many years. 


\ MILLIO 


- 9 REACHING 1/2 THE WAGE EARNER AMERICA 
PF omens Group MAGAZINE READING FAMILIES IN 


iY 
AMERICA AT $8,550 PER PAGE ARTER 
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5,010,000 loyal, interested ela . 
3 
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a | 
where Macfadden Publications have been wel- 
come friends for more than 24 years. 
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Do Your Employes Know? 


We have been very much im- 
pressed by two employe publica- 
tions which have recently reached 
us, and which present to workers 
the attitude of their companies on 
important subjects of a _ contro- 
versial character. One is “The 57 
News,” issued by the H. J. Heinz 
Company, and the other the em- 
ploye publication of the Bristol- 
Myers Company. 

In “The 57 News” Heinz explains 
fully the subject of grade labeling, 
devoting the entire issue to an ex- 
position of what grade labeling is, 
how it would affect branded and 
advertised products, and the rea- 
sons why the Heinz company is op- 
posed to the establishment of 
“grademarks” as opposed to “trade- 
marks.” Any employe who reads 
this material is bound to be well 
informed regarding the whole sub- 
ject, which obviously affects his 
employment and his future as a 
member of the Heinz organization. 

The Bristol-Myers publication re- 
views the attacks on dentifrice ad- 
vertising in general, and that on 
Ipana in particular, which appeared 
in the August issue of Reader’s Di- 
gest, and explains the company’s 
advertising policies and the reasons 
for the type of copy which has been 
used in behalf of Ipana. The flimsy 
character of the attack is clearly 
shown, and employes of Bristol- 
Myers are put in a position to dis- 


cuss the subject intelligently with 
their families and friends. 

The reason we are impressed with 
these discussions in employe pub- 
lications is that we have always 
contended that good public rela- 
tions work begins at home — with 
the employes and neighbors of a 
company. A worker whose com- 
pany’s policies are under attack, 
either from governmental or other 
sources, wants to have his faith in 
the institution of which he is a part 
confirmed and sustained. He needs 
factual information to enable him 
to maintain his pride and belief in 
the integrity of the company to 
which he devotes most of his wak- 
ing hours, as well as his confidence 
in its future success. Taking em- 
ployes behind the scenes and giv- 
ing them the whole story is im- 
portant in enabling them to supply 
the answers when inquiring friends 
raise the issue. 

The loyal and enthusiastic em- 
ploye is a great asset not only in 
the operation of a business but in 
helping to maintain good public re- 
lations. And since determination 
of national policies will be based 
largely on the opinions of all work- 
ers—yours and the other fellows’— 
the application of this policy gen- 
erally would go a long way toward 
solving the common problems of 
business in its relations with the 
public and with government. 


Policies Versus Administration 


The question of renegotiation of 
war contracts has become one of 
the most difficult with which the 
government and manufacturers 
have to deal. Even when properly 
conducted, renegotiations consume 
a great deal of the time of execu- 
tives important to the execution of 
war contracts, and slow up the pro- 
duction of any company involved in 
them. Conducted without a rea- 
sonable degree of understanding 
and sympathy, they may have dis- 
astrous effects on the future of a 
business, especially one like the 
manufacture of machine tools 
where the industry feels that libera 
profits are necessary to carry it 
through the lean period which may 
follow the end of the war. 

Heads of the price adjustment 
boards in Washington, in stating the 
policies to be followed in renegotia- 


tion proceedings, have emphasized | 


the fact that intelligence and under- 
standing would be the rule, and 
that efficiency in production would 
not result 
tor. 


in penalizing the contrac- 
Yet cases are coming to light 


in which it is evident that the more 
efficient the producer was, and the 
lower the costs he was able to 
establish, the smaller the net profits 
he is now asked to accept. 

In addition, policy statements by 
the boards have emphasized the 
fact that a reasonable amount of 
advertising would be approved as 
part of production costs. Yet in 
actual administration the applica- 
tion of the word “reasonable” has 
been left in the hands of individual 
1egotiators, to many of whom this 
imply means a minimum expendi- 
ure based on prewar experience, 
egardless of volume of business at 
that time and other relevant con- 
iitions. 

Excess profits taxes are intended | 
to recapture most of the abnormal | 


. 
profits of a war contractor, as well 


as other types of businesses, so that | who wrote: 


harsh and rigid administration of | 


the renegotiation act is not only out| besides? The boss is crazy. Guar- 


of line with announced policies, but | 
is unnecessary and futile. A re- 


statement of policy by Washington Turning Tables 


seems very much in order. 
' 


goodly bunch of applications and 
some sounded good. That was after 
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—Lichty, for Chicago Times Syndicate 


"That scoundrel who sold me thet money makin’ gadget yo're leanin' agin said 
them gas buggies warn't just a craze!" 


Ad-libbing 


How to Get Help 
Some time ago your Ad-libber 
commented on the fact that Wiscon- 
sin is the undoubted center of 
screwy advertising. Promptly, 
George W. Greene, who gets a lot 
of fun out of running the Waupun 
Leader-News, wrote to corroborate 
this statement, but to insist that the 
screwball advertising indigenous to 
Wisconsin gets results. To prove it 
he sent along this ad which he ran 
in the Publishers’ Auxiliary this 
summer: 
INTERTYPE OPERATOR 
WANTED—No $1.50 an hour, no 
heaven. We're just a weekly 
newspaper, though judged nation’s 
best from production angle once. 
This job is actually worth about 


80c an hour, with overtime at 
time and a half, enough to make 
it $40 a week and better. We 
might ante; we heard there was 


awar. But we've seen operators 


not worth 40c even today. Unor- 
ganized. You can smoke but not 


- - 
chew. Drink while off or swear | 
but be there pitching when we 
need it. Our past operators have 


been good or we made them good. 


One now Major U. 8S. A. Last 
one unfroze himself for highly 
personal reasons. You have to 


set italics and small caps. You'll 
be two-thirds on job and ad stuff. 
Model C electric pot, 4 = splits. 
Have an X with a half-time bar- 
ber setting straight matter. Nice 
old building and we guarantee 
nothing except we mean right and 
have the softest toilet tissue in 
town. You can’t eat that. Hous- 
ing is terrible, unless you are un- 
married or can get by tempo- 
rarily with a 2-3 room apartment. 
Foreman is swell outside of fish- 
ing. Office is full of virgins. Boss 
is crazy—crazy to run a good 
newspaper and do good printing 
and not get rich. Job is perma- 
nent enough. You've got to get 
along and carry your load Oh, 
the machine. Well, it works right, 
or you don’t and the foreman and 


I and Intertype can’t make it 
work. We say it does. No goose 
grease with you please and we 
don't say the chair is the right 
height. And you can't sing hymns 
or whistle. Age? Who cares? 
Time? Now. Leader-News, Wau- 
pun, Wis. 


“With operators almost invisible,” 
Mr. Greene testified, “we did get a 


running the conventional type of ad 
for nearly two months. And we 
have an operator. 

“Of course there were some} 
screwy replies, including the man! 


“*And you're going to pay $40 


antee they’re virgins and I'll come 
for nothing.” 


Here’s example No. 


XQ-874S of 


what the war does to upset normal 
conditions: 

In Philadelphia papers recently 
Thornton-Fuller used small display 
space to advertise “Autos Wanted. 
Cars urgently needed for our own 
employes engaged in essential war 
work in the Philadelphia area.” 

The hitch is that Thornton-Fuller 
is the largest direct factory dis- 
tributor of Dodges and Plymouths 
in Pennsylvania. But now, with 
more than 2,000 employes engaged 
in assembling cars and trucks for 
the Signal Corps, they’d appreciate 
a few cars. 


Keeping Good Will 

Fruehauf Trailer Company and 
Schipper Associates, its agency, 
believe that loss of good will dur- 
ing these days of stress can be more 
important than most people—manu- 
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facturers, distributors, dealers, 
service men—realize. So it pub- 
lished the accompanying page in 
trade and trucking association 
magazines, addressed to its repre- 
sentatives. And a darned good idea 
it is, too. 


Jottings 

We've also been meaning to tell 
you for a long time that the Nu- 
Fone-Service is one of the war-born 
businesses making hay while the 
sun shines. It uses small-space 
classified advertising in Chicago pa- 
pers to say: “Alarm clock shortage? 
Why worry? We call you.” ... 

Admen are hoping that recent re- 
lease of airlines’ planes by the Army 
will speed up delivery of plates and 
advertising material, and cut down 
a few more headaches... 


Advertising _ coors s, 194) 
Information 
for 


Advertiser 


= 

The following documents ‘nay ), 
secured without charge fro: cop. 
panies sponsoring them, or | rough 


ADVERTISING AGE, by any nition, 
advertiser or advertising 


gency 
executive writing on his busines 
letterhead. 
No. 2221. WKBN Promotion 
Youngstown. 
Station WKBN, Youngstown, ¢ 


which increased its power to 5,00 
watts nighttime June 6, has issye 
this brochure reproducing its cap. 
paign announcing the change, alo 
with the complete story of yezay. 
round program and station promp. 
tion. The pages of the brochuy 
show illustrations of newspape 
promotion, theater trailers, outdoo, 
posters, mailings, dealer cooperatio, 
and all the other devices used }y 
the station. 


No. 2222. To Reach the Most Peo. 
ple at the Lowest Cost. 

This distribution of circulation re 
port covers the issue of March 2 
1943, for the big four national week 
end newspapers of Canada—tly 
Star Weekly, La Presse, Sunday Ly 
Patrie and The Standard, Circula. 
tion is tabulated by provinces, mz. 
jor city markets and for all urba 
centers across the Dominion. 


No. 2218. 120 Minutes to Measur 
Three Million Lives. 

Station WEEI, Boston, has issued 
this new study of early morning 
listening habits, 6 to 8 a. m., show. 
ing habitual early-morning listen. 
ing, percentage of listeners in eac 
quarter-hour and percentage of list: 
eners to each station for the entir 
period. 


No. 2820. Travelogue. 

The Philadelphia Inquirer ha 
issued this reproduction, in reduce 
size, of one of its issues to take the 
reader on a “travelogue” throug! 
its pages. Makeup, editorial han- 
dling, features, advertisers and lin- 
age figures are pointed out alon 
the way. 


No. 2153. Survey on Dehydrate 
Soups and Foods. 

The Philadelphia Evening Bulli 
tin has issued its second survey 
dehydrated foods and soups con 
ducted by personal interviews wit 
1,294 Philadelphia housewives whilé 
they were in 14 supermarkets re} 
resenting a cross section of the 
Philadelphia area. The extent < 
use of dehydrated product 
shown, with reasons put forth 
non-users and typical comment 
showing consumer attitudes. 


No. 2142. It Just Grows and Grow! 

The Star Weekly, Toronto. ha 
issued this circulation analys's 
provinces, major city markets, an 
in cities of 10,000 to 25,000, sho win 
total families, English families, cP 
culation and per cent of cover: ze ¢ 
English-speaking families ir t 
Dominion. 


No. 2177. “Your Neighbor Ley.’ 

Station WNAX has issue 
folder describing “Your Nei nbd¢ 
Lady,” women’s participating pr 
gram, directed by Wynn H 
Successes are recounted, and «ae 
for participation are given. 


No. 2209. What More Can W 0D 

Screen Broadcasts has issue ' 
folder, which describes one 
series of theater campaigns 
distributing in cooperation 
such government agencies as 
OPA, Public Health, etc., and 
are available for national, se: 
or local sponsorship. 


No. 2136. 199 Ways to Sell Cr 
Printing in Wartime. 
Many old customers are out 
market for the duration, C 
Paper Company points out ir 


business to replace the old. 


brochure, and lists numerous ‘Y 
gestions for finding new pr 


eee > “Gas a 
a SS ES. a ay 
See RS SSS yr 7 ty, S 
pB . ‘a ;* . : <> s. oe ~~ ‘ # " é a4 
a a LS aM ae) * < >) us o oy Fy 7 2 
SOT RAG. 6h RM fl | ed AY ys , 
Wee yet aes) fF) s 
- + nae} An te oa Pe V ze a 4 
ad) SD | = "4 P| é fr A “, 
| 4 : ¥ 7. 41 Bo ee + _— 
by x ie 4 i ees een 2 | we tate vi 4 § ; 2 
‘‘teireh, ‘ - Sy] ae 
CE ————— \ [ESO ao P| Via SS j 
a gatgmna mene  a —— 3 aa Nw, Zs j ‘ a KS f, #. ~— 
— ee al A). 2) 
! i? a af Aa 92 ‘iy 
> = ; ee ' \. 2 } } 
Swe a! Ee & aT Aa, i? i | 
5 a“ 2 at rt Beat ks yy 4 d wy ~ Rent 
. — Me WE SNe Ce ee a 
ae A LA ae vie Ss i , ey | SSSA TOR Via as eee 
4 P wt i, ae ne 2 RE re ae Zz a ‘ae Be a. age? 
ec tate ae meme eee aaa aaa ees ea es —— aah CE RG SERRE tN teat Pe 6 ptt ek 
Ase: bas ; tp CORES. Fy 2 ¥ A ; iP saad ‘o ‘Soe 
OMe Oy See 
i 
ee 
SRR A RETIRE OS REET RE RRR I? RAMEN ARETE I HN 
Za : 
| | | 
el 
e 
ae | : 
| | | 
——_—_<+i 0 
| ee | 
. 
| pe | aie 
| | 
(arg 
| 
| | 
ae | Op 
| 
a ce d 
penn | le 
ee | a | 
am me | SS du 
Repavepmtunemoants || anewenseyntmarenp aan i 
— = = dine | im. 
Sa ere 
(Woreae TRACER COMM ANT ith 
ee 
: —_ a 
ee Pe eC 
Pg | | 


: A Statement 


| to Advertisers 


An HE TRIBUNE regrets its inability, newspaper optional dates on which to 
sted due to government restrictions on _ insert their advertisments, the Tribune 
iss newsprint, to supply in full the de- _ likewise expresses its thanks. 
x oa a pst sent tain teal To Help Wanted advertisers, in partic- 
ame j ular, the Tribune wishes to express its 
Despite the introduction of many tem- appreciation for their ready acceptance 
“wyorary measures designed to maintain of the regulations drastically reducing 
pervice to the maximum number of ad- _ the size of their advertisments in the 


‘“Fvertisers, the Tribune was forced last want ad section. 


drate nditions beyond its control ; ; ae 
’ onth by e “ . This enables the Tribune to maintain 
(to omit from its columns more than 


S con ‘ ; . the high reader-interest and productivit 
= “fi300,000 agate lines of display and classi- é, e ° , . 
| of its want ad columns which continue 


“goed advertising. to offer far more jobs than are offered in 
=f The Tribune is grateful for the co- all other Chicago newspapers combined. 


Gre iri ith which advertisers - , 
0, hs PPSIRE YS Ses In using all the advertising space avail- 


ss Oa dj i mmitments and : 
yedjusted their space co able last month in the Tribune, and in 


‘copmle i he measures intro- , 
ed es Seer SUPROTT 20 ee co-operating so wholeheartedly in the 


7 i nth in an effort to 7 ' 
a “ bt = _ om a sharing of the limited supply, advertisers 
er went all-out in testifying that it pays to 


; oroathe r of advertisers. wey 
le meget hosine advertise in the Chicago newspaper more 


lo the advertisers who are giving this people read and want. 


5 0c) 1'UGUST AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 940,000 ~ SUNDAY, OVER 1,200,000 


: Chicane Tribune 


oe THE WORLD'S GREATEST NEWSPAPER 


eee ae ae ae ’ acy, Tr ae ' ‘ r ii if " ‘ ‘ ee kT S 
tet é ¥ me ‘ A 3p be " ne, . : Creare M “% ; oe is f oe ane 
e ; ' ———__ es + meen nw = - eran ERS an 
' oo 
, 1943 oe 
ne ‘ila 
ee a 
Uonal ‘ 
Bency 
ISIN eg, 
l ir] ny » 
a 
-~ ir 
n, 0 . 
5,000 
; z 
ssuet ss 
Cam: a 
Vole 
along P- 
year. 
romo. 
chur : 
paper 
utdoor 
ration 
t Peo. é 
on rei - 7 
ch 4 ‘ 2 7 
week. a 
a—th 
lay Le " 
rev 7 
a 
a 
a 
bet 
ahs. 
oe 
* 
* 
~ 
7 
. 
" 
r % 
ir 
P) 
, 
Vv. De ee 
¢ ' 
\¢ \ ' 
ee. 
ae a LL LLL ttt 
SS 
yr) UNS ry 
ij CHICAGO K 
FOR Q YEARS a 
2. “i 
oa eis rs eal a . “a . . s acs e *, Fe ani ao gigdr oe he ne es ae ‘ 4 f 4g j bei 2 2 ; > pe eS Bastin» J om ; Bi 4 ¥ ie; to Ap Fi wy 
f 1 ee a Pe x eS é a, A . + a een Ps 5 . RPE Ae eB Reel Z Se ge ek 
7 ae oe OS eS ee ie. wo, * < a Lee ‘ 2. = ~~ 


‘3 < one: - a. 2 
oT] 
. 
’ 
; 
} ‘ 
‘ 
bis itve ' 
*y - 
~ / 
. ees 
¢ 
: on 
. 
‘ 
’ 
' 
‘ . 


Our sales 
Statt said 


‘ ‘ 
b an ” 


Pik aa See Co ana pod a =. Salah ei, ata ee) Sa ns ply polar ey a a ‘ si ae pees Pio a) vind etnies Wiig Berg oe arb act, WO oer eran eee 
Apa oe ee SS eee ry ee gd hee heal ae it Sea ie aie, =a eo ae ee ee ore ek eee eye me 9 te a ee a AS a see, GA - Pere ol oe) A cman 
gaucea ats * - - * ” r : : by Sere > ah ms ia c y Se ne at ee 4 ee at pone ams ‘2 S 2 2 ee a 
| 
ey 
: 
i 
Pr 
* 
a 
ia 
wa 
- 
oa 
a 
i 
72 
a 
% 
ig a 
7 
ga é 
+ 
a 
a 
. 
. ~ * win * 
~ ‘ 4 
, eo 
- a 
ny 4 
a * 
‘e a 
ee, ae 
oe 7 
‘ : 
P 
. 
ee ; y 
e 
™ a te ae : 4, 4 
" 2 P ye 
. >. ‘Sir, t 
‘ M % . if, 
Z ~ " ¥ wy’. °f Pr 
Ga- j . cae, vA 
“<< 
. “ , 
} - : 
4 
; . ‘ 7" 
Ce, ee wee * * x . E p 4 ret 7 
ee a es ‘ om ae al toa y eer 3 oe . i 
i er A i i hier : a i i. a he: ir e Fae hee Py £8 et a 
ee | —— : ae 7 Bee css ae ' ae i ih ec. ar Silied een ne ee 
ee . a ee ‘ get ee ia ; a - ee ets ee i Ki ins a ae 
. ae se ae ee, te on ais es ns ~ pate: ‘= t Petre eer aa aac a 
gh ie Fee ey es rae a Se F parts 7 ty aa wi = 2 esa. 
. we ; : ees + ee cane Ce as : al ae shel , ; ~ a 
wet, - Oe ee ~~ en eS set oe ‘ ee iain: = bo : ’ a 
so al — /_ ae tyes i Brn etc os Ph eee - - @ i 25) er 
we sia Se <a eadien a. Seal ac ee eo aa een = a Sa eS age ¥ 
3 i r ‘ ' fi 4 
i : kere ; : oe ea . rat . cipae b 2 sapere 3 
3 | . oo ; at 
: oy? es 5 iia " a dy ea a Sie rs 7 i ‘al is . is a id 
et as é a ee cece a ss Bigs co ae ot ae ae. ae ; 
eee ee ae ‘pont Ses ae 7 an Be ee eas i we Bis, is tne i eee Oe : oe. ta 
a ene ete ee. fe ee we Soa Sos ad ee Sgt MR re N Be 4 i cp aes ee =f A 
i f ad ETP vc faa * ti . ie aly EM oy ae "ea a ri de i 
a . me ba Be ieee a aia eae Oa - ee aol . — 7 Bs : : 
" y i ‘fe ei i ew ae ra 3 Be a Bieta i ge ae yy ame Tk pi uae. a _— Ro. Sais 23F ¢ 
: Ly ee Ls Pee a ; weer ae ae a. bee ihe ee eadoed 5 a 
OC $m he : a ; =m ae os = ao MS ae PY ee a ae fos oe 7 
op ae Bose ee - ; ' Na eee ie ee ne PP -: 2 oa ie . = 
ee ee Bis ky Bie ee a. owe . <-. 3 Fn oa ef. Pts ee 
Bite pales ea eC fe" § a ee est  . ; ee all 1 33 a 
ed. pipe ie sme at Mae Bans eX er foc. a ee ne ae > Yagi a. ; 
So ae 4 oe ae y soe ene i ie ee eh aa - ee - 7 one = eee a 
it ee se Pag 22 Bey eee tit ae oie Bra hee es ose a ee. aa E- Bix: Z 
: ee pata ae cre ee am a ae heal i ‘este aaa . ie , so 
gaa |: ae bait Bek ve eat Bee Oe ; 5 ao ae ie, : be i en, 
ne ae a i bis ee ea co ; er > ae 4 . a isa es i 
oe Be. oe oe on : oe eg eee oe ee ot oe err 2 ee ae pe (eae = * » ee ; 
pe vrtere an 7 "s aS ts ye iN esl . F é 7 oan - tS = ies “a bo) one 2 Nigh eh: 4 - 4d ‘ rd ed 
ee ae Oa ae ha, a CE hc a ae ae a a a oT aes ea pti eae : : 4 ; i. 
cae a 7 ae [oe 4 : See Joes “See 2 a 
es ee ee é 9 * eee Sele o <ire = oa fe ae ae WN 2) ee <a 
ee = ~ J 4 ae eae : fends : sic a ee ee ae eS 5 
ae = See ee teteesr 2 an. a 7 ee ee eae a: be : 
ae. : oO we 6S * oe oes 6° sad a ae oa ae tugs he ar ay , - - a 7 
Sins .. oa e , es aca) eee : = Bo: oe ; i. cl ' ca / 
a Ee, 7 Ee a ae ca Pee 2 ibe” ls i 1 ee ee a 8 - yy + hege = ; 
~ ee f a = pte, © . a ee a ae a 4 7 = er " ‘ 
i Pere a be et - a Li ete hin - : ies bay St } } ee a 
ean - reer : ne ‘eee : i a a = . ie : p: oe a a 
Si te, ee ree Ss jy es | isi april e ¢ f d é ee a — 
eee a Ae fa a ie cama )_ or a, acs ; a oe eee P ae. a 
een, Ces ae a a ae Bu en _ ea oe The > at gale i oui foal noe ia ae > a 
gh ate) a eS ean ES ie: eee ee : he ie <= fo a eee ‘ i — 
Vr “ vi Ta; a = Pens . “ie ‘: air F ao ea es 7 ci | = . = 7 
“ hs ad), ee 2D. ecahaltene a ae aa NS ae eos mrtg ty pe ee: ae ea kt Poo a - ae eae i. a. — 
: P ae 3 ats al Pa, eee ; r « : 5 e ; : Pe a a 
ears yk a a = q va eee: Sabri oe > ge ¢: 7 i . he ‘2 ae 3 ee ee 7 
ei ei 2 a 7 7 is an : = Pee ms, ee ee et “ee a. 3 “ a a. ae = 4 : .) 
(0 a ih ee : i pte a a ee ers, Be Eig = ag ee > “a a a 
ee Co anne a yy ee, ae = , : Beatie oo = 4y i le 
ate Er ak Shige oo -_ r ies * * : ae hel: 7 a r a re Bits 6 i eh & ci 
- Be jouer 7 i i , : : hale ee 4 ‘ eal eo ae a a ; 
4 ts: : Eat : -« aaa cn = _ = = ce Sg a : a 
; i i ; : aoe? ao iris = @ ng < a | ] 
; oe <a a a = a ay . 
7 haa ‘ - a Ber a Bi. + ee = B ey Ji 
: : oi ane a de pear di — a oe  . — te & ‘ aa ao 
ae oe aan 3 rs Ls ; FRE at Te. | a: “eeu —: 3 ae S, 
<a aes jcc) me oD ia eh Sa os ‘ on ek il eS Re aie . 
oF —— es, n> 7 4 ge ae Te :. a aha a 1 - eee. i ae 
oo A eal poage San * < ee ee i. 4 i. HK Be Dlg a . isaac ee eee a beter ne | £ 
= 2 a oe. Se ae on) a as bi ee : Be oie .. a a iis 0 ORE of (eee a ; i 
; a “= e. ae ct : a ee Be z — oc ad as (RS ee eet Ae ee : ae 
eo . 8 Sit . = ee . rs oe ee 3 a 
id 2 ‘ele t= " i see a a ee j Bie: i es E Bo Diy, MMMM ae Weegee 9S ae Sy a aa a 
ee ici. la wat ‘ : om Hoes a degee _- a? ee = i. Oe oe) + Es ie : a 
co. — : - a, ae a oa ae ee | ee gl a ear q 
a ae aii eae a a . , es, a a 5 ae =. weal B ae [og ae 
hae care ee a ae 7 : a - ae et ao a if eae es Sea ee fake . 
_ : ¥ iia id Sy tae ‘ ee i ase ae i ‘ ee el ae _* AM a q 
ees™ ai as. * ad os a : ee. a. | ae e ae te 
4 ae e oa ag ‘ ae fo 5 i eS in : 2s SPER) “7 Roce, eee 8) P : 
. oe. ae ps Aa aes Eh “ q oY gp : fi oS P a gs = “le 
ee ee See as es e Poe ; : : il . eee: ~ 3 Ree a 
ae Sea ¥- ae . Sa ra < ee oS ; 3 sO a : a: 4 
By Se oe erie! | a a p pee. a a ‘ee oe 7 See ei a _ ‘ies x 7 
eS fe ote oot oy ; a pet a ; . ; a. ies: } 
eee Bee re es ee meick ae Be a a aa oe co a on . ie. : tf " a a 
Soy ee Ages ene a bt 3 eee Cee 6 a fag - oe ee : og et — ( 
spurs pe ‘ ees gael 3 i Fete a ae es — 2 a r - as <—? ie er 
Se ae io: eae a ole es ¥ : re - 525 ne * = fies ¥ oe ‘4 2 Wier oe 
Pee 4, Cm oe at oe ‘ 7 .. 2 i ae ; ae eae’ a 7 
is i ag ee ee oe oS we 3 ; “eee aie ae Ni ins _ ' 
a ae oe A ee. es ee Se - A 3 re Se cae ee Ms oot Pe ee — e 
Ess wk , te ge ; oy: a5 a . F ae Bi nc i i aa ag ?, ae 
2" . . a i ty La a 7 my , oe See oa iE =i 
a ~ fr. : ae bi € 3 oF al } 
Fr 
ues 
tial. 3 
ee ge a : sage res g Se 
= "ear at cee ik. ca ee ae 2 
ie ns | eee “Ries hs 
: ig Oe “7 ae ‘ 
7 Sa Z —— A SPs 
oe i. ; = : NE, 
+ " cs ea mate Es 
=o fe * aie Sg A 
< So Pies, ag Sie” F ; 
2 a het eae ee ee 5 
a aaiaac i a : ae Ae Be 
Sd ; Cote, i ~~ ‘ cata 
a = Pon ; ORE gs , 
" ‘ 3 ah f ‘ 
‘ Pe See . * > aa 
¥ , a ‘i b os "a 4 
! : ie ee a. 
gr 25 ’ ‘ nee fit, \ “rg 
: i ee ’ \ 
, we \ NX ° 
a ~ . 
' zi 5 4 : ' 
Fear , re ™, ae ; 
ae. 2 ~ 
re fe 4 ms 7 ‘ ie ° \ 
, ng ag ce a ye - are — 
d " = j E ae > Le ‘i, 
2 iy ; 5 < 
: —_ 5 ae a 
+ — ———— — “ 
ae ‘ 
eae Oe . 4 F 
4 Biri ad rage en _ F = a i K Aes eS ‘i pas ey zh, =". = at. g ne. ry a 5 P '¥ r oa . Va een i . 4 +e, v * Ee as tt) oe 
7 * g “ae$) ; oo Te See PF Scare ¥ Pe, ta P f ia 3 4 ieee * F é ve ° iy oa To ee 
Es ——- ine ere lactate E ee 6 a ee . . i rea ae is awa oar a ——— . > & » P ae 


“Listen, boss. We've got a book here! For the love of Mike 
let's SELL it! Run us the hardest-hitting ad that ever 
appeared in print! No malarky—no boloney or pie-charts. 


Just the cold, hard FACTS!” 


So I took ’em up on it. This is it. Thanks for listening. 


Advertising Director 
Fawcett Pusucations, Inc, ~— 


“ 


* * * 


We who publish Mechanix I/lustrated deal daily in terms 
of an amazing post-war world. 


We see things happening in America’s laboratories and 
vorkshops that are simply astounding. 


Pretabricated homes. Synthetic fabrics. Soapless soaps. 
ir transport. Sulfa and penicillin drugs. Vitamins. The 
a ybean. Electronics. Television. Plastics. Whole new 
lustries springing into being—to re-employ not only 
eight million Americans now in the service, but the 
ty million others who are backing up America on the 
me front. 


: were the first magazine to carry the story of the 
<orsky helicopter. 

were the first magazine to carry the story of the 
cKet guns. 

were the first magazine to carry the story of Radar. 

were the first magazine to carry the story of the 
nvertaplane. 


were the first magazine to carry the story of diving 
plane at 700 miles an hour. Recently, to our sur 
se, the newspapers reported Colonel Hough reaching 


} 


IS speed. Qur ftront cover reported a like feat as of 


nuary 1942, by Major now Colonel Robert Scott, 
roic author of the best-seller “God Js My Co-Pilot.” 


e were the first magazine in our field to retain full- 
iged foreign war-correspondents. 

'e were the first magazine to feature the World-of- 
ynorrow idea AND WE'RE FEATURING THE 


‘ORLD OF TOMORROW IN EVERY ISSUE OF 


MECHANIX ILLUSTRATED, TWELVE MONTHS 
IN THE YEAR. 

Therefore, Mr. Advertiser and \fr. Agency Space Buyer: 
What reader in all America is most conscious of the post- 
war world that’s coming? 

Who is most likely to be first in the market for these post- 
War wonders? 

The newspaper reader? The radio listener? The glancer 
at weeklies and monthly story magazines? 

Hell, no. It will be the people who know how—the in- 
quisitive, acquisitive people who like to do things with 
their hands and want to learn what’s going on. And 
they are the people who buy the magazine that reports 
these post-war wonders in language they understand. 


* * x 


Now, let’s take a look at the fighting facts that prove 


this one point. Facts which prove that the readers of 


Mechanix Illustrated are your No. 1 Market in the 
post-war world: 


—three years ago, the circulation of Mechanix I/lus- 
trated stood at 150,000. Today, (circumscribed only 
by paper shortage) it is well over the 400,000 mark, 
with 97.5% newsstand, highest ever attained in 
this field. 

—at its newsstand price of 15¢, it is selling better than 
at 10€ a year ago. 


—it gained 49.1% circulation in the past year a/one, 
against 9° and 3% gains by the two other leaders 
in the field. 

— based on 1943 first-six-months-figures, it delivers 945 
primary readers per advertising dollar, as against 
839 and 776 for the other two. 

—its October 1943 issue will show a gain in advertising 
revenue of 176% over October 1942. For July 1943 
Mechanix Illustrated shows 110.7% gain against 
25.5% and 49.7% for the other two. 


—thanks to its huge percentage of demand newsstand 
circulation, it is outpulling the other two hands- 
down on correspondence schools, patent attorneys 
and the other show-me projects it carries. We fairly 
ache to show you some of these performances. 


“—GIVE US A FIGHTING AD THAT TELLS THE HARD-HITTING TRUTH ABOUT THE 


FASTEST-GROWING MEDIUM IN MARKET No. 1 OF POST-WAR AMERICA!” 


—of our 400,000-plus newsstand readers, practically 
all are men. Growing boys. Fathers and sons. 

—they like to do things—make things. Got a little 
work-bench in the cellar or out in the garage. Fool 
around with their cars. Build model planes. Run a 
little chemical lab of their own. Do their own home 
repairing. They are the mechanical oracles on their 
block—back-yard consultants for the whole neigh- 
borhood. ; 

—they knew about Radar long before you did. Knew 
about synthetic rubber. Knew the helicopter. 


—they knew, long before you did, that sweaters could 
be made from milk. Girls’ stockings from wood. 
Men's suits from glass. Rubber from alcohol. Auto- 
mobile bodies from soy beans. Tubing from guncotton. 


And here is the fact that tops them all: 
—79.6% ot Mechanix Illustrated circulation are males 
under 34 years of age. They belong to the future 
the post-war as well as the present. 


Yes, Mr. Advertiser and Mr. Agency Space-Buyer, here 
it 1S: Vechanix [Mustrated—y 0M) post war Market No. / 
tna nul shell. 


I believe these facts speak for themselves. 


I believe the readers of Mechanix Illustrated are vour 
Post-war Market No. 1. To coin a phrase, I say it again, 
and again, and again. 


It is the best buy of its kind I ever tried to sell. 


i 


One of the Great Family of Fawcett Magazines 
MECH EN IAN 
JUS TRATED 


FAWCETT PUBLICATIONS INCORPORATED 


NEW YORK CHICAGO LOS ANGELFE 
1501 Broadway 60 N. Michigan Blwd 7a W . h aan 
Fel.: Longacre 3-2800 Central 5750 Tel.: Michigan 7421 
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16 
Jackson Elected 


Clayborn L. Jackson, for the past 
five years editor of “Acme News,” 
house organ of Acme Steel Com- 
pany, Chicago, has been elected 
president of the American Associa- 
tion of Industrial Editors. 


BOOKLET MAILED TO 
PRECUTIVES ON REQUEST ] 


Feed Industry 
Starts 12-Month 
Campaign in lowa 


Des Moines, Ia., Sept. 8.—lIowa 
feed manufacturers, distributors and 
dealers next week will launch a 12- 
month cooperative campaign in be- 
half of the feed industry, aimed to 
help farmers increase livestock and 
poultry production for the war 
effort. The drive also will have the 
cooperation of large manufacturers 
in other states. 

The Feed Institute of Iowa will 
sponsor the campaign, which is to 
include farm papers, newspapers 
and radio. First insertion will 
break in the Sept. 18 issue of Wal- 
laces’ Farmer. Also on the sched- 


ule are the Sunday Des Moines 
Register and a number of leading 
Iowa dailies, which will carry the 
copy the last week of September. 

Mats of the advertisements will 
be made available to local dealers 
in Iowa county seats and smaller 
towns, to run under their own 
names in weekly papers. 


Sponsors “Feeders’ Forum” 


The radio program, “Feeders’ 
Forum,” is to be launched within a 
few weeks over four or five lead- 
ing stations in Iowa. It will fea- 
ture question and answer and 
round-table discussions on current 
feed problems. 

All advertising copy will be de- 
Signed to help the farmer do a bet- 
ter job in meeting food production 
quotas, with helpful information, 
reliable facts on sanitation, breed- 


i et "| 
mai 


ing, feeding and management to aid 
him, General purpose of the cam- 
paign is summarized by a para- 
graph in the opening advertisement 
which states: “Only by scientific 
feeding, management and sanitation 
can we win today’s vital battle for 
more food.” 

A modest portion of the ads will 
be devoted to telling how the feed 
industry is spreading available feed 
supplies and how farmers can co- 
operate by using feeds and ingredi- 
ents to the best advantage. 

The Feed Institute was set up 
following a series of district meet- 
ings held throughout the state at 
which the purposes of the campaign 
were outlined. In charge will be a 
board of governors of which John 
Hinck, Corning, is chairman. Fair- 
all & Co., Des Moines, handles the 
account. 


The Third War Loan Drive 
means... 


. a call to ‘the colors for 


fighting dollars .. . 


. for ships and planes to in- 
vade any front... 


. . for the love of our land 
and our liberty. 


We must do our BEST to 
back the attack... 


Has Your 


War Advertising 


DONE ITS BEST ? 


INVASION COMES HIGH—in blood, in money! The tempo of the 
war increases ... our fighting forces strike out boldly for victory ob- 


jectives ... we must now do more than our bit... we can be proud of 
nothing less than our BEST! | 


IS YOUR WAR ADVERTISING geared to meet this greater chal- 
lenge? Does it inspire extra sacrifice — encourage increased Bond 


purchases—help build a foundation for community security tomor- 


row? 


SIGHT, SOUND, ACTION combine to help your advertising do its. 
best through sponsorship of this Treasury-approved series of War 
Bond films. They are immediately available for national, sectional or 


local sponsorship on the screens of motion-picture theatres in commu- 
nities where you desire to be identified. 


ASK SCREEN BROADCASTS to send you the details. of this vital 
Back-the-Attack Campaign. 


‘*THE NATIONAL NETWORK OF THEATRE COMMUNICATION’ 


SCREEN BROADCASTS 


923 15TH STREET, N. W. 


MOTION PICTURE ADVERTISING SERVICE CO., 


122 East 42nd St. 
NEW YORK CITY 


Murrayhill 3-499! 


UNITED 


2449 Charlotte St 
KANSAS CITY, MO. 


Harrison 5840 


/ SHO Opy, 6 


/ 8 boas 


’ ME by. 


ye 


1 Fas ¢ 


. put War Bonds at the top 
of your list .. 


Distributed by 


1032 Carondelet St. 
NEW ORLEANS, LA. 


Magnolia 4545 


FILM SERVICE, 


. put the Third War Loan 
at the top of your heart! 


WASHINGTON, D. C. 


INC. 
Rhodes-Haverty Bldg. 
ATLANTA, GA. 


Walnut 355! 


INC. 
333 N. Michigan Ave. 


_ CHICAGO, ILL. 
Randolph 2248 


(One of many sponsors of 
this War Bond series) 


Advertising Age, September 12 
Theater Chain 
Launches Drive 
in Newspapers 


New Orleans, La., Sept. g_ 
Paramount-Richards Theaters. [pn 
has launched a campaign of jira. 
matic institutional advertise: on}, 
throughout the South in iti« 
where the chain’s houses ar. 
located. 

The series of 36 advertiser ont, 
each five columns by 15 inche 
deep, will run exclusively in pr -ws. 
papers. While the campaign str osse: 
the relaxation and entertainer; 
afforded by the motion picture 
industry, it also dramatizes {ea. 
tured services of the Paramount. 
Richards theaters. 

First of the series, just releosed 
pays tribute to newsreel camera. 
men who have died on the battle 
fronts to bring to theater audiences 
a film history of the war. The 


pictorial part of the ad is cap. 
tioned, “That You Might See.” 
and shows a newsreel photogra- 
pher lying dead on the ground 
beneath his tripoded camera, his 
kit sprawled beside him and war- 
planes zooming overhead. 

“Here’s a man who gave more 
than 10 per cent—a home, a family, 
a promising career,” the ad reads. 
pointing out that “the kind of 
shooting they do is important, too, 
because it helps to keep us the 
best-informed people in the world.” 

Subsequent advertisements in the 
series tell the public that the job 
of theaters is not to preach, instruct 
or inform but to “bring you relaxa- 
tion,” thus filling an important need 
in the “well rounded spiritual 
and intellectual life of your com- 
munity.” 

Bauerlein, New Orleans, handles 
the account. 


Letters to Armed 
Forces Are Urged 


Toronto, Ont., Sept. 8.—Members 
of the Magazine Publishers Asso- 
ciation of Canada have launched a 
series of advertisements encourag- 
ing the public to write more fre- 
quent and gayer morale-building 
letters to the armed forces. 

Starting with September issues, 
the series will run in full-page space 
monthly. Copy presently in work 
will carry the series into next year, 
according to I. D. Carson, associa- 
tion manager. 

The campaign is in answer to a 
definite need for letters that will 
do a good job in keeping up the 
spirits and morale of men and 
women overseas, letters which con- 
tain no references to small worries 
and difficulties at home. 


Appoints McConnell 


McConnell, Eastman & Co., Mont- 
real, has been appointed agency for 
Fruitatives Products Ltd., Hull, 
Quebec. 


Multip! | 
by 700,000 


Remember your favorite school teac 
She taught you many things. But ©! 
only book learning. 


Teachers influence pupils in many 
|For instance, about sportsman ') 
about hygiene. About conduct, pers: 
relations, morals. About business 
/economics and politics. 


Perhaps teachers ought to know * 
story about your business, about 
product. You can reach almost 
America’s teachers — 700,000 of t ™ 
|through State Teachers Magazines. 


Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, |'\¢- 


307 N. Michigan Avenue, Chicago 1, I) 


An association of 42 state teachers 
magazines 
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Food is a government problem.. . 
and a FAMILY problem. Because as Lend-Lease Administrator, 
1 am charged with the responsibility of sending some of our food abroad, and because 
The American Magazine reaches families and 
heads of families | was pleased to have my article ‘Where Is All Our 


Food Going?’ published in this munesine.?* 


LEND-LEASE ADMINISTRATOR 


 AMOLNGAD scare 


WHEN IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY... 
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Wage-Price Policy 
in Canada Nears 
Breaking Point 


Selective Ceilings 
May Be Adopted 
by Authorities 


Ottawa, Ont., Sept. 8.— Within 
the next few weeks major changes 
in policy affecting the whole fabric 
of Canada’s price ceiling are be- 
lieved inevitable. 

These changes are considered 
certain because of the pressure on 
the present price ceiling structure 
which Price Czar Donald Gordon 
has declared to have become “in- 
supportable,” and because the gov- 
ernment now has in its hands a re- 
port from C. P. McTague, chairman 
of the National War Labor Board, 
which is said to recommend that all 
wage earners getting less than 50 
cents an hour be removed from 
under the national wage ceiling and 
be free to negotiate for higher wage 
rates. 

It is believed certain that the 
government will accept the Mc- 
Tague recommendations and that in 
so doing it will spell the end of the 
price ceiling policy which Canada 


inaugurated in October, 1941. 


Prices Were Frozen | 


One of Canada’s boldest and most | 
spotlighted war achievements has | 
been this wage and price stabiliza- 
tion policy. It was on Oct. 18, 1941, 
that Prime Minister King an- 
nounced to Canadians the adoption 
of an over-all price ceiling and an 
accompanying program to stabilize 
wage rates at the then prevailing 
levels. The prices of all goods and 
most services were frozen individu- 
ally at retail and could not exceed 
the highest 
the four weeks from Sept. 15 to Oct. 
11, 1941. A ceiling already in effect 
on rents in certain specified areas 
was extended to the rents of all 


BEST RADIO BUY 
IN BALTIMORE! — 
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real property excepting farm lands. | the same personnel and administra- 


There have been important ad- 
justments and variations since that 
time and in the first year and a 
half of operation about $100,000,000 
was paid out in subsidies to enable 
producers, manufacturers and dis- 


tributors to operate within the ceil- | 


ing. 
mental cost-of-living index which 
had risen by 15% in the first two 
years of war, has since been held 
to a mere 3% additional rise since 
1941. The latest figure shows living 
costs in Canada only 17.9% higher 
than at the outbreak of war 
September, 1939. This compares 
with a gain of 28% in the United | 
States in the same period. 

Actually Canada instituted price | 
and supply control machinery the 
day it entered the war. 


However, the official govern- | 


| gram 
| price 


in | 


| 


tion. The same _ administration 
(Wartime Prices & Trade Board) is 
responsible for rationing of all con- 
sumer goods except gasoline. Even 
in the case of gasoline, there is a} 


single enforcement agency operated 


under the board. 
Price Boosts Expected 


What will emerge in Canada to 
replace the present wage-price pro- 
is not yet clear. Further 
increases probably will be 
found necessary, not only to meet 
the new wage situation but also the 
demands of farm interests who 
point to the increasing spread on 
such items as coarse grains now 
selling across the U. S. border at 


|sharply higher prices than prevail 


This ma- | 


chinery was reorganized in October, | 


1941, and has since remained under 


in Canada. 
It is also expected that there will 
be an end to the present cost-of- 
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living bonus plan which attempts 
ito tie wage increases to the cost- 
of-living index. 

Under present law, every increase 
|of one point in the official Canadian 
cost-of- — index entitles wage 
| earners to a bonus amounting 
|roughly to 25 cents per week. So 
'far, the general operation of the 
|price ceiling policy plus a special 
device of consumer subsidies on key 
food products (milk, tea and 
oranges) has avoided nationwide 
|payment of this bonus. However, 
the cost-of-living index has risen 
now to the point where unless there 
is to be further juggling with the 
index between now and next Octo- 
ber (the adjustment is made quar- 
terly) an increase in the bonus will 
be mandatory. 

Such a payment would in turn 
increase the pressure on industry, 
now hard pressed to keep within 


the present ceiling on prices 
itself it would go far to mak 
present ceiling policy impossi| 
operate. 

What may in all likelihoc 
velop in Canada is abandonm 
the present fixed price ceili, 
all commodities and most se; 
and in its place a selective 
policy which would nail dow shelv 
cost of key commodities at these 
probably not much higher }) ‘ that 
present, while allowing other 2 suppl 
in less essential items to rise cases 

This is the type of price c 0] S 
which Canadian fiscal auth 
have fought stubbornly to ay, 
the past two years. St 


Ration List Increased we 
Last week Canada placed 1s = 
jellies, marmalade, honey and ©: i. 


“spreads” on the ration list for the 
first time. As in the case of xc 
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... Successful Farming Subscribers are BEST... in their COMMUNITIES . 


differ ences... revealed by a special tabulation by the 


U. 5. BUREAU of the CEN SUS 


Number of Farms with Income from Livestock, 1939 (Per 1000 Farms) 
SUCCESSFUL FARMING Subscribers 


Neighbors (Non-subscribers) 
Heart States plus N. Y. & Pa. 


. REGION ... NATION 


NOTE: Ask Successful Farming salesmen to show you proof of reader preference os revealed by Ross-Federal Studies. 
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lasses or maple syrup. 


»lan chosen is a simplified form 
«yading—so simple that it can 
be easily understood and operated 
~~ grocer and housewife alike. 
Tl ere has been little or no confu- 
on in getting the plan under way 

for the first time in many 
ths housewives in larger cities 
eing rows of jam jars on the 
ives. Until now the demand for 

‘nese foodstuffs has been so great 
; most dealers were sold out of 
vlies before they could get their 

~oses unpacked on the floor of the 

store. 

“The jam ration plan (which also 
Judes canned fruit) gives the 
isewife the following choices 

every two weeks: 
suid ounces of jam, jelly, marma- 

ide, extracted honey, apple, maple 
r honey butter. 

fuid ounces of maple sugar or 
comb honey. 

iuid ounces of canned fruit, mo- 


the 
of 


12 fluid ounces of corn or cane syrup. 

Each of these amounts can be 
obtained for one ration coupon and 
coupons become usable every two 
weeks. In addition, there is a new 
feature — an “incentive” choice 
whereby instead of cashing in cou- 
pons for any of these alternatives, 
the coupon holder may instead have 
half a pound of sugar. This enables 
those who prefer to make their own 
preserves a chance to get extra 
sugar by going lightly on store 
goods. 

A further ration innovation for 
September is the increase in ration 
for tea and coffee. Both drinks are 


still rationed in Canada kut each | 


person may now have either two 
ounces of tea or one-half pound of 
coffee each three weeks instead of 
every month as formerly. 

Meat in Canada is rationed so as 


to give each person approximately 
two pounds per week. All meats 
are grouped into one of four cate- 
gories. In Group A (cooked meats, 
sliced bacon) each person may have 
only one pound a week, but Group 
D coupons (spareribs, etc., at the 
other end of the scale) are good for 
two and one-half pounds a week. 
In between, rolled rib roast is good 
for a pound and a half per week 
but ordinary rib roast with the bone 
in it nets the customer the even 
two pounds. There are no “points” 
in the Canadian system but all 
meats are grouped in one of the 
four categories. 

Sugar is still rationed at one 
pound a week and butter at one- 
half pound. Gasoline is rationed 
on a system which puts most Cana- 
dians in the AA category entitled 
to 40 units of gasoline a year. The 


present value of the individual unit 


lons and there is no ban on what 
use the individual car owner may 
make of that gasoline. To get into 
a higher priority or category, a car 
owner must make special applica- 
tion and prove his case before 
local ration authorities. 

Priority users are rated on a 
nationwide basis and the whole 
administration is under the Oil 
Controller, a member of Canada’s 
Wartime Industries Control Board, 
responsible to the Minister of Mu- 
nitions and Supply. This is the 
only ration administration in Can- 
ada not directly under the Wartime 
Prices and Trade Board. 

Enforcement of both gasoline and 
food rationing, as well as _ the 
enforcement of the entire price 
ceiling policy, is under the one 
agency. This is the Enforcement 
Branch of the WPTB and is in the 
|charge of a senior Canadian civil 
|servant, Fred A. McGregor, who 
|still retains his peacetime job as 
'chief commissioner in charge of 
|Canada’s Combines Investigation 
Act (Canadian parallel to the U. S. 
Sherman Act). 

Mr. McGregor has an extraordi- 


tions, which still average 94% to 
95% of prosecutions. Out of more 
i'than 2,000 convictions in the first 
|six months of 1943, about 30% were 
for price convictions; a third for 
|rental violations; 20% for rationing 
|offenses under WPTB, and most of 
|the remainder for tire and gasoline 
offenses. Mr. McGregor and other 
WPTB officials believe that much 
|of the success of their administra- 
[tion is due to the fact that most 
|commodities in Canada are still in 
|sufficiently abundant supply even 
|}under rationing so that there is no 
| real incentive to operate black mar- 
kets on an important scale. 


Dealer Paper Changed 
The “DeSoto Retailer,” house 
organ of the DeSoto division of 
Chrysler Corporation, has _ been 
changed to newspaper format, with 
almost half of the space devoted to 
|photographs. Slanted exclusively 
ito an exchange of dealer ideas 
applying to wartime service, the 
“Retailer” receives about 90% of its 
editorial content direct from DeSoto 
dealers. Forrest Miller is editor of 


the publication. 


is one and one-half Imperial gal-|nary record of success in his convic- a 


‘edn farmers... 


mfamilies prefer Successful Farming | 


P The yearly miracle of harvest is over... Heart state farm 


families are gathering at their county fairs to determine , 


Khe Beauljjul ’ 
Gule- Beltum Hlomes of Nubeher 


ARE IN WWL LAND! 


whose crops... whose livestock is best of all. With amaz- 
ing regularity, certain farm families are adding to their 
already large collection of blue ribbons. 

They are the farmers who have learned better than others 
the importance of good breeds and good breeding ... who 
own more implements and machinery... whose land is 


more productive... who move ahead faster than their 


neighbors. They are the type to whom Successful Farming | 7 

is more than a magazine to read. To them it is a book to And so are 608,090 Radio Homes from five different States is. 

live by. They prefer it to all other farm magazines. ° , 
“More than 40 years ago, Successful Farming started with | i 


a vision ...a vision of what the American farmer was and 
could become. For its field, it chose the richest farm region 
in America ... chose those 15 fertile states which surpass 
all others in productivity. For its readers, it purposely 


selected the most enterprising, the most progressive farm- 


ers within these states. In its editorial pages, it chose to 
discuss only those things which would interest the farmers 
of this particular region. No wonder Successful Farming 
WE CALL IT “WWL-Land” 
WWL, the only 50,000 watt, clear chan- 


nel station for hundreds of miles around. 


enjoys the confidence of its readers. No wonder it is because 


emphatically preferred by the best farm families—preferred 
to any other farm magazine. Meredith Publishing Com- 


: is five times more powerful than its 
pany, Des Moines, lowa. is fi I 


nearest competitor. 


YES SIR, if you want to sell something 


to the Deep South, here’s your station: 


i —~f[o | 
_ wee. | ie: hin 


Successtul Farmintese: 


“he Magazine that serves the Farm Leaders of the 


50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Nat'l Representatives, The Katz Agency, Inc. 
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OPA Information 


Head Plans Rigid 
Control of ‘Team’ 


Washington, D. C., Sept. 9.— 
James F. King, successor to Lou R. 
Maxon as @PA director of infor- 
mation, has started to root out the 
confusion in the agency’s informa- 
tion offices in an effort to help 
Chester Bowles “sell” OPA to the 
public. 


| post. 


| know Mr. Bowles before he was ap- 
|pointed; and for that matter, did 
not know a person in OPA. 

OPA’s information policy has 
long been noted for its inconsist- 
jencies, and particularly for inter- 
office jealousies. Mr. King says he 
intends to see that all OPA infor- 
mation officials “play on the same 
team.” 

First step in OPA information re- 
form, Mr. King says, will be an 
effort to get everyone in the di- 
vision assigned to a job and a boss. 
“In the confusion that has resulted 
from resignations, and loss of men 
through the draft,’ he explains, 
“the administrative structure has 


He said today that he did not | stays out sick for a few days, and 


we will know what everyone is 
working on.” 

Mr. King intends to wield strong 
personal control over his organiza- 
tion. “In the future,” he says, “all 
campaigns are going to be planned 
around my desk, and nobody will 
plan campaigns without my knowl- 
edge.” He intends to treat news- 
papers as a campaign medium as 
well as news outlet. 

He visualizes spot news and long- 
range campaigns as part of one 
information policy. News, he ex- 
plains, requires short-range plan- 
ning; advertising campaigns, long- 
range. In the first case, he says, 
the planning agency must prepare 


information agencies will extend to 
indicates. 
most frequent source 
must be dis- 
ciplined by instruction and by win- 
ning their cooperation, he says, “be- 
mean 
nothing here if the plans are going 


field offices, Mr. King 


These offices, 
of OPA news leaks, 


cause reorganization will 


to leak out in the field.” 
Expects Criticism 
Mr. 


it has to be,” he says. 
ernment. 


swers will be available.” 


King expects plenty of 
criticism, particularly during the 
political campaign. “That’s the way 
“That’s the 
American way of checking on gov- 
It will be up to us to do 
a good information job so the an- 
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few do it, then the reporter is p; 
ably wrong, and that’s too bad 
his paper. If a lot of reporte;: 
critical of OPA or are getting 
information programs conf 
then it’s our fault, and I’ll know 
are falling down on our job.” 
Mr. King was appointed to 
OPA information job last m 
coming from the Departmen: 
Labor where he was special a: 
ant to the secretary. He had | 
with the Baltimore Sun and 
and for three years was teleg 
editor of the Washington News. 
1938, he became assistant to the 
ministrator of the wages and | 
division of the Department 
Labor. In December, 1941 he . 


appointed executive officer to p 
set up the Office of Censorship, ...4 
later became assistant adminis‘ 
tor of the FHA, where he reorg 
ized the information division bef 
returning to the Department 
Labor to help Miss Perkins. 


Mr. King, a veteran newspaper | 
man who turned to government | 
work in 1938, had been the “dark 
horse” candidate for Mr. Maxon’s 


become confused. to meet deadlines, in the other it 
“IT am going to see that everyone | must deal with a set of facts which 

|knows whom he reports to. Then|stand up over a period of time. 

somebody will notice if anyone This tightened control over OPA 


“If a reporter writes something 
wrong about OPA,” he said “either 
he’s not a good reporter or we 
aren’t doing a good job. If only a 


Starts ‘News Letter’ 


Through the cooperation of To- 
ronto advertising clubs, Canadian 
sales and advertising men in the 
services will hereafter receive a 
monthly “News Letter” reporting 
news about themselves and those 
remaining in the business at home 
Monthly guest editors will arrange 
the material, incorporating in each 
issue a friendly letter to the men 
in the armed forces. 
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Beast 


ARE OUT 


Company picnics, with 
free roller coaster rides for 
the kids and hot dogs and 


ice cream for all, are out 
for the duration. Yet man- 


agement has an even 
| 


e a Solid Foundation | 


wi 


greater interest now in the 
health and welfare of its 
workers than in normal 
times. And this policy man- 
ifests itself 365 days of the 


These Riches Ar 
For Permanent Prosperity 


HERE ARE 7 OTHER FACTORS 
in American and World 


* South's First Port for Lati 
Trade 
* Solid Expansion in Perm 


al Hinterland 
* Great Rebirth in Agricultur | 


‘ fi 

* Big Revival in Mississippi River Traffic | 
t 

* Financial Capital of the South | 

*% 50,000 Recent Increase in Population 


# World Air Terminal 


year—not just on a Satur- 
day afternoon. 


| 
anent Industsy | Do you realize that liter- 


ally scores of items never 
before sold industrially 
have an application in this 
broad, new field? The men 


New Orleans, located in the center of great and women on the produc- 


mineral wealth including great pools of oil, 
gas, sulphur and salt, is alive with new in- 
dustry. Tetraethyl lead, synthetic rubber, 
light metals, ete., have brought a wartime 
boom to this mineral-laden land. These and 
other permanent industries secure New Or- 
leans’ postwar prosperity. 


tion lines may be logical 
customers for your product 
or service. Employers are 
compelled by law to care 
the 
workers. Advertisers in 
OCCUPATIONAL  HAZ- 
ARDS are directing their 
the 
markets in Amer- 


for safety of their 


messages to one of 


richest 


WHERE THE POST-WAR FUTURE 
IS BEING BUILT TODAY 


ica. 


HAZARDS 


Only Magazine in the 
- . Iadustriet Welfare Field 
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Diplodocus forgot to change his mind 


We PROBABLY have a lot of Diplodoci with us today instead of 
fossilized in the Rocky Mountains, if they hadn't been so stubborn. 


But somehow it didn’t seem dignified for a Diplodocus to fool around 
with this new-fangled “Evolution” stuff. And so the Diplodocus achieved 
the final dignity of all time—extinction. 


Which is all very nice for the paleontologists (fossil-collectors to you). 
But short-sighted policy for a Diplodocus. . . 


Or a business man. Like the Diplodocus, he sometimes holds the 
goal of dignity so close to his eyes he forgets his real goal—vitality. Some 
go so far as to pass up an advertising medium like Puck-The Comic 
Weekly, because of a fancied lack of “dignity.” Yes, it happens. 


Which is silly, of course. Good humor and high adventure have the 
dignity of the whole human race in them. The editors of Puck in bringing 
Walt Disney's irascible, lovable “Donald Duck” to millions of readers 
every week are following a well defined blueprint for giving America its 
most entertaining weekly. Add ‘Bringing Up Father”’ starring Jiggs and 
Maggie; “Blondie” and her irrepressible Dagwood; “ Tillie The Toiler” 
who has set many a style; “Believe It or Not!” authored by famed Bob 
Ripley; “The Katzenjammer Kids”, America’s most famous practical 
jokers, and it explains why Puck is the most thoroughly read publication 


of its kind in America. 


When choosing a medium to carry your advertising message — whether 
institutional or sales promotional—keep these facts in mind: 


1... More people (men and women as well as children) read “the comics” 
than any other one form of entertainment feature. 


2 .. Visibility and readership are unusually high because Puck-The Comic 
Weekly accepts only a limited number of advertisements per issue. Space 
in Puck is a valuable franchise. 


3 .. Puck produces results. In 1939 one of the country’s leading manu- 
facturers of soap and quality cosmetics tested Puck-The Comic Weekly 
with 3 advertisements. Each year the schedule has been increased. In 
1943 this advertiser is spending $125,000 in Puck. 


Puck-The Comic Weekly is distributed to more than 6,000,000 fam- 
ilies through 15 great Sunday newspapers from coast to coast and is read 


by over 20,000,000 people—men, women and children. 


Sales minded executives with an eye to the future should ask to see 


and carefully consider Puck's analysis of “Your Customers of Tomor- 


row’, a sound presentation chock full of sales information. Puck-The 
Comic Weekly, 959 Eighth Avenue, New York— Hearst Building, Chicago 
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Owens to Donahue & Coe 

Latham Owens has joined Dona- 
hue & Coe, New York, as head of 
its radio script division. Mr. Owens 
has been with Erwin, Wasey & Co. 
for the past two years as script 
chief. Prior to this, he was staff- 
scripter for WLW, Cincinnati. In 
addition to his radio work for Dona- 
hue & Coe, Mr. Owens will continue 
to be a writer-consultant with the 
War Manpower Commission. 


bia | of Commerce “=: |New radio personality portrayed by | 


— Chicago Sourna | 


~ oe 


eT 
4 


First Choice 
of management men 
for business news in the 
nation's greatest industrial 
area ...- the Central West 


Myers Launches 
First Radio Test 


Ashland, O., Sept. 9.—F. E. My- 
ers & Bro. Company, manufacturer 
of water systems and a veteran ad- 
vertiser in the farm field, will begin 
|testing three types of transcribed 
|early-morning radio programs next 
| week. 

Marking Myers’ first real dip into 
|radio, the programs will be carried 
|by 11 stations, starting Sept. 13. 
Each will feature Farmer Frank, 


Vic Smith, Chicago character actor. 


‘ |Farmer Frank will give his listeners 


timely, practical information to help 
|them increase farm production for 
the war effort. One group of sta- 
|tions will air a 15-minute program 
|three times 


\*Myers Music Makers.” <A _ second 
| group will broadcast a five-minute 
program two times weekly featur- 
|ing Farmer Frank alone, while still 
‘another group will broadcast one- 
minute announcements by Farmer 
Frank two times weekly. 


weekly with Farmer | 
|Frank and tunes and songs by the| 
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OPENER 


are WLS, Chicago; WJR, Detroit; 
| WBNS, Columbus, O.; WMBD, Pe- 
joria; WJBC, Bloomington, IIL; 
| WDAN, Danville, Ill.; WLOK, Lima, 
O.; WCAR, Pontiac, Mich.; WSBT, 
South Bend; WROK, Rockford, IIL; 
and WADC, Akron. The test is be- 
| ing launched under the guidance of 
|S. S. Burnett, Myers advertising 
|/manager. Meldrum & Fewsmith, 
| Cleveland, is the agency. 

Launch Hot-Shot’ Drive 
| A campaign for Hot-Shot anti- 


| freeze, product of Gooderham & 
Worts, Toronto, will be launched 


Bates Begins 
New Magazine 
Ad Campaign 


New York, Sept. 8.—Bates Fab- 
rics has released a new advertising 
campaign in national magazines for 
its line of bedspreads, using four- 
color pages in Bride’s Magazine, 
Charm, Harper’s, Mademoiselle, 
Modern Screen, Motion Picture and 
Vogue. The company also uses 
quarter-page black-and-white in- 
| this month in automotive business sertions in McCall’s about ten times 
papers, to be followed later by an|@ year, promoting comb percale 
outdoor campaign covering terri- | Sheets, as a separate campaign. 
‘tory from Winnipeg to Halifax.| Feature of the new copy is a 
|Canadian Advertising Agency, To-| tieup with famous Hollywood stars 
|ronto, handles the account. who are seen posing in sets showing 

. /bedroom scenes and the use of 
| Bates bedspreads. One advertise- 
|}ment pictures Ann Sheridan, who 

C. C. Agate has been appointed | “chooses ‘George Washington’s 
director of advertising and sales| Choice,’ a Bates registered heir- 
promotion of the Sonotone Cor-| loomed bedspread.” 
poration, New York. He isa mem-| A novel twist was given the com- 
ber of the faculty of Pace Institute | pany’s Christmas promotion of bed- 
and of the executive board of the| spreads in 1940 when they were 


Agate Named A. M. 


Stations 


carrying the programs 


war Activities Council. 'packed as gift items for the first 


—and you can’t 
cover it without 


WHAT IS THE BEELINE? 


The BEELINE is not a circuit, chain 
or network. It is a group of long-estab- 
lished key stations, each the favorite in 
its community, providing interlocking 
primary coverage of... 


CALIFORNIA'S BILLION-DOLLAR MARKET 
and Western Nevada 


These five stations blanket a state within 
a state—California’s great central valleys 
—plus Reno, “biggest little city in the 
world” and wealthy western Nevada. 
* This BEELINE market, topping the 
nation in value and diversity of agricul- 
tural products, is segregated by Nature. 


In primary coverage, alone, it ranks in 


uv 


YRENO — KOH 


SACRAMENTO — KFBK 


area with Pennsylvania and Michigan 
combined; in population with Los 
Angeles; in retail sales, with San Fran- 
cisco (plus new buying power of tens of 
thousands of soldiers and defense 
workers.) You can't cover this golden 
market with any other radio combination 
that approaches the BEELINE's huge, 
loyal audience. * We have the proof: 


NEW HOOPER RATINGS - NEW CONTOUR MAPS 
NEW MAIL-RESPONSE FACTS 


Q STOCKTON — KWG 


~ FRESNO — KMJ 


... information important to every time- 
buyer. * New rate cards, too, make this 
five-station package one of radio's out- 
standing buys. There’s “honey” for the 
taking ... on the BEELINE! 


BAKERSFIELD © KERN 


ROBERT A. STREET, National Sales Manager 


PAUL H. RAYMER CO., National Representatives 
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This advertisement is the start of a new 
magazine campaign by Bates Fabrics, 
New York, manufacturer of bedspreads, 
Hollywood motion picture stars, like Ann 
Sheridan pictured above, are used to 
promote the company's product. Four- 
color full-pages are used in a list of 
movie and class magazines. 


time in Bates’ history (AA, Noy 
18, 40). Packing of the bedspreads 
included a decorative floral spray 
which was an actual sachet to be 
removed from the box and used in 
linen and clothes closets. 

Lester Beall, recently appointed 
advertising director for Bates, suc- 
ceeding Vernon Cowper, on leave t 
join the Navy, will leave shortly for 
Hollywood where he will gather 
additional photographic material of 
film stars for a continuation of the 
campaign well into 1944. Moore & 
Hamm services the account. 


PNPA Schedules Meet 

The Pennsylvania Newspaper 
Publishers’ Association will hold its 
war advertising conference Oct. 4-5 
at the Penn-Harris Hotel, Harris- 
burg. District meetings sponsored 
by the PNPA, including daily and 
weekly publications, will be con- 
ducted Sept. 25, Oct. 5 and Oct. 18 


1,274,000 
AT WORK 


KTROLT’S in- 
dustrial area now 


has 1,274,000 men and 


women working— 
757,000 of them are 


| in war plants, where 


| the average wage is 


$61.77 weekly, or a 


payroll totaling $47,- 


| 000,000 weekly. Over 


380,000 Free Press 
families are available 
to you to cover and 
also to influence and 
sell America’s fastest 
growing, most active 


market. 


THE DETROIT 
FREE PRESS 


Story, Brooks & Finley, Inc. 


National Representatives 
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Some advertisers don’t like left-hand 
pages or certain days of the week. 

Others swear by certain space sizes and 
positions in the paper. 

There are advocates of the long copy 
and short copy, beaux arts and buckeye, 
black display and blond, big ads and little, 
high frequency and low, signatures that 
shriek and wind-ups that whisper .. . 

Back of all the varied idiosyncracies 
are convictions born of experience. 

Eventually, most advertisers discover 
that custom can be a poor guide in buying 
newspaper space . . . Customs change, but 
cash registers are inflexible. 

They also learn that picking papers for 
prestige can be pretty poor business. Most 
good banks have plenty of prestige, expect 


something more of their accounts. 


Eventually, all advertisers arrive at a 
common conclusion — that advertising 
should produce a profit. 

And with newspaper advertising, it is 
possible to check what happens every day, 


in your own business, or your dealer's. 


Advertisers are funny. we 


The Inquirer was no heir presumptive 
to Philadelphia advertising. 

It had to do a pick and shovel job with 
the Philadelphia public first, make good as 
a newspaper. And it did! 

The Inquirer interested the people who 
are interested in advertisements enough to 
buy something from them. 

The Inquirer never had any advertisers 
who figured they couldn’t go wrong in it; 
so they invariably checked the results, to 
be sure they didn’t. 

The Inquirer has been making friends 
and impressing advertisers for seven years 
—not because of what it was, but because 
of what it does! 

And the Inquirer has been the leading 
medium in Philadelphia for the last seven 
years... merely because it leads more 
sales dollars back to the advertiser. 

“One is enough in Philadelphia” . . .? 
One newspaper may be enough in this 
market —and a three million line margin 
over the second paper in the first seven 
months of 1943... 


advertisers know which one! 


indicates that most 


The Philadelphia Anguirer 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, Si. Louis + Keene Fitzpatrick, San Francisco 
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Graham Appoints Mogul | 


Emil Mogul Company, New York, 
will place advertising for the Gra- 
ham Company, New York, packer 
of mixed nuts and more than 20 
varieties of dried vegetables under 
the Red Bow brand name. An 
extensive campaign, employing 
newspapers, radio and point of sale 
material, will be launched shortly 
in principal eastern cities. Plans 
are being formulated for eventual 
national distribution. 


New Co-op Adman 
Gives His Views 


on Advertising 


Not Opposed to Its 
Use, But Must Aid 


Consumer, He Says 


Chicago, Sept. 9.—Co-ops are not 
opposed to advertising; they use it 
all the time. But the advertising 
must be used to perform a social 
service for humanity, not merely to 
create profits for its users. That’s 
the advertising philosophy of James 
L. Proebsting, who has just been 
made advertising and promotion 
manager of National Cooperatives, 
Inc., which is an organization of 16 
cooperative organizations, with 1942 
sales of $103,000,000. 

Mr. Proebsting was formerly a 
member of the Chicago commercial 
art firm of Bendelow, Proebsting 
and Associates, and has been active 
in the co-op movement for five 
years. 

Mr. Proebsting believes that co- 
operatives, being institutions by and 
for the consumer, are able to serve 
i\the needs of the consumer more 
‘efficiently, economically, and con- 


“TI ain't waitin’ through no six 
months long night to hear dat 
Breakfast Club on WFDF Flint 


Michigan!” 


op News.” 
or snobs people into buying goods 


scientiously than they are served by | 


profit business. 
“The most effective cooperative 


advertising is the advertising which 


is most informative,” he told “Co- 
“The ad that frightens 


has no place in our program. Our 
advertising should speak in terms 


of the actual usefulness or desir- 


ability of a commodity to the 
consumer. Cooperative enterprise 
must tell people how to use the 
product more efficiently, more thor- 
oughly; how to take care of it, how 
to repair it, and how to get the 
most value and service out of it. 
Our unique privilege of being able 
to speak and act for the consumer 
brings with it the responsibility of 
being scrupulously accurate and 
fair in any advertising claims made 
regarding merchandise or services. 


Not Opposed to Advertising 


“In other words,” he says, “the 
services or commodities that are 
referred to in cooperative advertis- 
ing must always equal or excel any 
claims made concerning them.” 


“Many people believe,” he de- 
clared, “that cooperatives are 
against advertising. Actually we 


use it all the time in one form or 
another.” Criticisms of advertising, 
Mr. Proebsting believes, could more 
properly be directed at the methods 
some advertisers use, rather than at 
advertising itself, which is an in- 
evitable accompaniment of machine 
manufacture and centralized pro- 
duction. 


Advertising Age, September }. 


“It is the purpose for which ad- 
vertising is designed which makes | 
it valuable to the consuming public 
or harmful,” he says. “There 


church saying ‘Service on Sunday.’ 
That is advertising. 

“On the other hand, there is no 
possible justification for many of 
the American fortunes built, for 
example, around discredited patent 
medicines. That was advertising, 
too.” 

Although many defenders of ad- 
vertising, he declared, claim that its 
purpose is to increase distribution 
and bring down prices, actually its 
purpose, when it is used in the 
service of profit business, 
crease profits. 


Sees Bad Usage 


As an illustration he gave a hypo- 
thetical example of a soap company. 
When soap was manufactured by 
hand, it was perhaps made for 9c 
and sold at 10c. When made by 
machines in quantity, it could be 
made for 4c; lc was spent to adver- 
tise it and it was sold for 6c. Some 
discovered, Mr. Proebsting averred, 
that by clever merchandisiny 
means, they could spend 3c to ad- 
vertise the soap and sell it for 9c 
or 10c, thus increasing profits and 
erasing the advantage of mass pro- 
duction. 

With the cooperatives, however, 
he added, which are the only com- 
mercial enterprises operating not 
for profit, but for service, the ad- 
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*AURICULAR BINOCULARS,” we pretty nearly said 


Here’s what we're getting at: 50,000-watt KDKA is like a pair of field-glasses for 


the ears! It brings distant places into clear focus. You stand at a KDKA mike in 


Pittsburgh and throw your voice into the whole of Allegheny County, and into 72 


tri-state counties which embrace 60 towns of 10,000 population or more. With many 


automobiles 


you know. Let KDKA bring them into focus... 


wowo -« 
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REPRESENTED NATIONALLY 


and into camp! 
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PITTSBURGH 
50,000 WATTS 


weBbz 7 WBZA . 


BY NBC 


KYW 


“grounded” at present, people are shopping closer to their homes, as 


WESTINGHOUSE RADIO STATIONS Inc 


ee KDKA 


SPOT SALES 


is | 
certainly no ethical objection to a| 
minister putting up a sign on the| 


is to in- 


1943 


| BOUQUET FOR OPa) 
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This three-quarter page advertisement 
placed in the Atlanta Journal by Lane 
Drug Stores, reminds the public that 
OPA has really kept prices down. Cop, 
compares World War | prices of suge 
coffee, shoes and clothing with present 
prices. For itself, Lane says it has a. 
ways had an OPA, a price controle; 
“to bring everyday savings to our cus. 
tomers.’ Eastburn & Siegel, Atlanta, 
the agency. 


vantages of mass distribution a 
reflected in lower prices and great 
savings to consumers. 


Co-op Conference Set 

An international conference 
cooperatives and international re- 
construction will be held Oct. 13 
the Hotel Washington, Washingto. 
D. C. The conference has bee 
organized by the Committee 
International Cooperative Recor 
struction, whose chairman is How- 
ard A. Cowden, president of t! 
Consumers Cooperative Associatio 
and vice-president of the Coopera- 
tive League of the U. S. A. 


14 ~" 
Do You Know | 
What a... 


CRITICAL 
AREA LOOKS 


LIKE? 


New Bedford is one—designated so 
by the WPB and the WMC! Nothing 
new has been added. . . . No New 
Plants or Industries . . . just Peace- 
time Factories bulging with war busi- 
ness. 


Everybody is working, and more 
help is needed—the wheels never 
stop turning day or night. . . thet's 
Critical—that'’s New Bedford, the 
only Critical Area in the state. 


POPULATION UP 


PAYROLLS . 
SALES .... 
SAVINGS. 


Gime: 


Daily and 


BEISORD * 
Sslatt Sunday 


Represented by Gilman, Nicoll & Ruth" 
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STSOURE ANNOUNCES ITs 
ANNUAL HOLIDAY ISSUES FOR 1943-44 


0 ; This year, of all years, the age-old meaning of Christmas will be re- 
membered by Americans all over the world. And Esquire, like so many 
others, finds that its best role in these war-torn days is to maintain 
| AD ITI () NAL H () [| DAY ISS UJ ES some of the values it has helped to uphold in times of peace. Our two 
p | Holiday issues, traditional embodiments of the Christmas spirit, have 
| always been a looked-for accompaniment to the Yuletide season. So 
| this year, although published under the restrictions necessary because 
L | of the times, Esquire’s traditional Holiday issues will again give out 
their Christmas message of cheer and humor and good-will. 


- 


KS | 

? 
. Esquire’s Holiday issues will reach a multiple audience of some 
“Ae 15,000,000 readers . . . hundreds of thousands of men in the armed 
New 
ace: forces . . . millions more on the home front. To all of these, as always, 
‘i l 9,000, 0 H 0 L | DAY R EAD E R S the Holiday Issues will once more serve in the role to which we point 
ws with pride — the Gift Guide of the Nation. Thus these issues, perused 
— by millions of consumers, are a rightful place for your gift advertise- 

ment or institutional message of this season. 


) TORE C0-0 PERATI 0 N Esquire knowing at first hand the problems of retailers, especially 


this Christmas, has designed a most comprehensive program for stores 
in virtually all classifications which will be of great benefit to them. 


pall 
This plan, needless to say, will bring many important advantages to 
the advertisers in the Holiday Issues . . . both for the present and 
Arges for the future. 
A orket 
n 
setts p ; , 
* Changing Times As might be expected in 
4 . , these unusual times, most of the advertising space avail- 
» able in Esquire’s Holiday Issues has been reserved. 
, 
ve. age CHRISTMAS ISSUE... OUT NOVEMBER 13TH 


HOLIDAY ISSUE. . .OUT DECEMBER 3RD 


Due to industry shortages and transportation limitations, 


_—_ 


we would greatly appreciate the cooperation of all ad- 
vertisers in adhering strictly to our advanced deadlines. 
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Postwar Slant Used 
in Corset Copy 


To the Editor: With so much 
space in your publication being 
devoted lately to postwar planning, 
I thought you might be interested 
in telling your readers about what 
we are doing. 

Enclosed are copies of the first 
two ads which will appear in as 
long a list of publications as possi- 
ble. It is our intention to add 
others as space is available, and it 
is definitely our plan to continue 
plugging this type of non-selling 
copy for the duration. 

Our complete list of present ac- 
counts and pre-selected prospects, 
with whom we intend to do busi- 
ness postwar, are consistently being 
barricaded with giant reprints of 
every one of these institutional ads, 
and dealers are urged to use our 
themes, our artwork, and any part 
of the ad they may choose in their 
own institutional campaign. Indi- 
vidual prints of the artwork for 
both the backgrounds and the fig- 
ures are made available to dealers 
for window display, blowups, in- 
terior displays, newspaper advertis- 
ing, etc. 

I thought you might be interested 
in seeing how one of the country’s 
top five foundation garment manu- 
facturers is selling its brand name 
in lieu of merchandise. 

MARTIN J. NEWMAN, 
Advertising Manager, American 
Lady Corset Company, Detroit. 
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Sends Diary Author 


Home Town News 

To the Editor: Being a regular 
reader of “The Diary of an Ad 
Man,” I am now, more than ever, 
intrigued as to the identity of the 
writer because of the item for Aug. 
11 in your issue of Aug. 23 and 
especially his reference to the town 
of Perth, Ont., and the Hicks House 
in that town. 

These strike right home to me as 
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This department is a reader’s forum. Letters are welcome. 
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American Lady Corset Co. sells its brand 

instead of merchandise in a series of 

advertisements scheduled for a list of 
national magazines. 


I was born and raised in that town 
and up to about some 30 years ago 
when I came to western Canada, 
knew practically everybody in the 
town and the district for miles 
around. 

Perhaps the author of the Diary 
would be interested to know that 
while it has not grown to any sub- 
stantial size, the town of Perth has 
changed to the point where it is 
quite a lively and busy place and 
contains some large and  well- 
known manufacturing '— establish- 
ments including Henry K. Wampole 
Company; Andrew Jergens Com- 
pany; Perth Woolen Mills; Perth 
Shoe Company, etc. 

Also that the old Hicks House has 
been remodeled and revamped and 
is now known as the Hotel Perth, 
the owner and proprietor being Neil 


AIR 


CARGO.. 


* Did You Know... 


that 36% of all Air Cargo articles carried 
by non-aviation magazines were pub- 


lished by D and W? 


Did You Know... 


that D and W carried 10% of all 
Cargo articles — 
azines? 


Did You Know... 


that D and W placed third among 
four leading magazines 
46.65% of all Air Cargo items? 


— (see table) — 


*Analysis of July 19th Tabulation, Library 


Where to Look for _—_ 
INFORMATION OO am 


including Aviation Mag- 


publishing 


For Your Sample Copy TODAY 


See how D and W devotes 
special attention to MATE- 
RIALS HANDLING in its rela- | 
tion to Air Cargo and other | 
related phases of transporta- 
tion and distribution — why | 
| 


Air 


traffic men everywhere turn to 
D and W for up-to-the-minute 
information about tomorrow's 
methods of shipping, handling, 
warehousing and distribution. 


the 


of Congress, Division of Aeronautics v } 
Percentage | Percentage | Percentage 

| Air Cargo b by of total 

MAGAZINES Articles Won-A iation Aviation Articles 
aa Published Papers Papers Published | 
Air Transportation 37 23.56 16.59 | 
American Aviation 26 16.56 165 | 

D and w 24 36.36 10.76 

Amer. Aviation (Daily) 7 |. 10.82 7.62 


A Chilton 
Publication 


® 


The Progressive Magazine of Shipping. | 


Handling, 


Warehousing, Distribution 


100 EAST 42nd STREET +*« NEWYORK «+ 17 «+ N.Y. 


Nicholl, who formerly ran a hard- 
ware store near the main business 
corner. 

No doubt if he “made” Perth 
regularly about the time he says, 
he will remember the former pro- 
prietor, John Wilson, and his repu- 
tation of drinking a quart of whisky 
every day—also the famous cheese 
they used to serve at this hotel 
which was cured after John Wil- 
son’s own recipe with port wine and 
never served until it was at least 
two years old. 

Tell him for me, too, “he would 
never know the old place now.” 

K. D. Ewart, 

Advertising Manager, The 

Country Guide, Winnipeg, Can. 
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Fraction Sheets 
Are Old Story 


To the Editor: In your issue of 
Aug. 30 you carried an item to the 
effect that some newspaper (I’ve 
mislaid the clipping) had achieved 
the impossible by publishing an 
1l-page issue through the use of a 
half-sheet. 

For your information, we and 
several other shopping newspapers 
have made use of a half-sheet for 
the past five years. We have pub- 


lished 1ll-page papers, 9-page pa- 
pers and 7-page papers until it has 
become a commonplace occurrence. 

I am sure you will be interested 
in the enclosed copy of our publica- 
tion for June 17. This issue con- 
tains 7 and % pages. If an 1l-page 
paper achieves the impossible, what 
is the word for this one? 

I am not being critical of your 
Ad-libbing column, as I read and 
enjoy it every week. Evidently 
your sources of information over- 
looked the use of half and three- 
quarter sheets by shopping news- 
papers for several years and I just 
wanted to bring the record up to 
date. 

Ep RANDALL, 

a Rochester Sun, Rochester, 

* ¢ 


‘On the Ball’ vy ; 


To the Editor: Since advertising 
refuses to lie down and die for the 
duration, as some of its critics think 
it should, I think I had better “get 
on the ball,” subscribe to your very 
excellent paper, and keep up with 
the rapid progress that advertising 
is making. 

Corp. Russet, A. GILBERTZ, 
Hq. Det. IRTC, Camp. Fannin, 
Tex., (in civilian life with J. 
Walter Thompson, Chicago). 


‘ » + wy 
Us, Too 


To the Editor: There are times 
when an “us, too” type of adver- 
tisement seems to be _ indicated. 
This was the case when we designed 
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the enclosed one for insertion ;, 
banking trade publication. J 

Use of simple, clean layout ay 
minimum of copy, are enough 


| Ledfomia inh 


LOS ANGELES 
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give the “us, too” message at least 
a semblance of freshness and ori, 
nality. 


Rop MACLEAN, 
Advertising Manager, Califor 
nia Bank, Los Angeles. 
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C&O Inspires 
Travel Code 


To the Editor: This is time of 
evening, when I’m at home, that 
our little youngster climbs up the 
stairs to bed—much the same as 
C&O’s “droopy-drawered” little fel- 


low. 
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Maybe that is why I stayed with | 
this page so long—thinking not only | 
¢ my home, but also of other 
y ames, of brave widows and father- | 
ae. ehildren I know, of wounded | 
or ippled men, of unselfish Wacs | 
waves, of a few more bonds I | 
‘ have bought, of a few wasted | 
and many wasted hours this | 
summer, of the black market | 
I have eaten and gas I have | 


be ed, and many other things that | 
, wanted me to think about. 
erefore, C&O accomplished its | 
pul se—and in grand style, too. | 


However, I choose to be critical | 

‘%O in having this subject as its 
.pose—particularly for release 
uring Labor Day travel jams. 

ty story (for this week): 
if you must travel: 
1) Don’t expect trains to run on 

jule (they probably won’t); 
®) Travel light; 

(3) Carry your own lunches; 

(4) Leave small children home; 

(5) Dress comfortably; 

(6) Don’t have friends meet you 
at stations unless absolutely neces- 
sary; 

(7) Make reservations early; 

(8) Buy round-trip tickets; 

(9) Don’t plan on being able to 
make “close’’ connections; 

(10) If you will need hotel ac- 
commodations, make _ reservations 
before leaving home; 

(11) If you have a choice, take a} 


scné 


suitcase you can sit on—as will 
undoubtedly be necessary for many 
passengers, 


(12) Be sure to set your watch to 
the varying local times. 

As for me, it’s time I started 
packing for the homeward bound 
trip—in upper two that I’m damn 
glad to have picked up this after- 


non—and it’s on C&O, still my 
favorite road. 
F. R. D., 
Cleveland. 
a we 


Atlantic City Speaks Up 
on Population Figures 


To the Editor: Several weeks 
ago there appeared in trade publi- 
cations and in the public press in- 
formation regarding the results of 
a survey covering city populations. 

The city of Atlantic City lost 
14,762 of its population if that sur- 
vey was correct. 

We have every reason to believe 
that it was far from being correct 
insofar as our city is concerned and 
should appreciate it if you will use 
something on the subject in your 
next issue. 

Enclosed is a page from one of 
our recent issues giving figures and 
facts bearing on the matter. 

Thank you in advance for any 
cooperation you find it possible to 
extend in changing the wrong im- 
pressions that must have been 
created when the results of the sur- 
vey were publicized. 

ROBERT E. PEIFER, 

Local Advertising Manager, 
Atlantic City Press and Union, 
Atlantic City, N. J. 


[Editor’s Note: 
executive secretary of the ration 
board, who is quoted in the news 
item enclosed with Mr. Peifer’s let- 
ter, a total of 113,740 ration books 
were issued in Atlantic County, 
although at the time Mr. Johnson's 
figures were gathered (as of March 
1) the ration board reported 109,304 
registrations. Compared with the 
county’s population of 124,066 in the 
1940 Census, the secretary’s figure 
shows a drop in population of 
10,326. The Bureau of the Census 
estimates civilian population as of 
March 1, 1943, at only 106,505 in 
this county.] 
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We'll Take Vanilla 


To the Editor: In your Aug. 9 
issue we note (with understandable 
interest and a certain shy pleasure) 
an allusion to the Joseph Burnett 
Company, together with an expres- 
sion of wonder that they have not 
picked up the “I’ll take Vanilla” 
phrase for their very own. 

Quite possibly no one is losing 
sleep over the matter. But for the 
sake of the record here are two 
good reasons why not. The first is 
that vanilla, as sold to the house- 
wife, is to her an integral necessary 
ingredient of her cake, like baking 
powder or shortening, an essential 
aid to flavor, not a flavor itself. 
Vanilla as a flavor is seldom spoken 
of, except in the case of vanilla ice 
cream—and Burnett’s pure vanilla 
is of too high a quality to be sold 


oF 


According to the | 


in bulk to most ice cream manufac- 
| turers, 

| The other reason that “I'll take 
| vanilla” has not figured in Burnett’s 
| advertising picture is because va- 
}nilla, while the original and best- 
known Burnett product, is only one 


|facet of many. Burnett sells today | 


Housewives “take vanilla” all right 
—and onion and almond and ba- 
nana and the other 25 Burnett 
flavors. And like it—like ’em all! 
Marsgory HALL, 
H. B. Humphrey Company, 
Boston. 
-: =, 


Essential War Drive? 


To the Editor: Am fond of the 
Adman and am glad that his son 
did not get murdered when the 
brakes on his car refused to work. 

I would like to know however— 
with gasoline as scarce as it is— 
how that car happened to be on 
that winding, mountain road. 

Was it an essential WAR drive? 

STEPHEN E. BARNWELL, 
Apalachicola, Fla. 


Adds Home Economist 


C. C. Chapelle, Chicago market- 
ing consultant company, has added 
Bette Hinkel, graduate home econo- 
mist, to its research staff. Miss 
Hinkel will conduct product tests 
and advertising copy tests on foods, 
beverages and home equipment. 


‘le Sam 


needs *113,.?- 


from EVERY 
AMERICAN 


must compensate for those who can’t buy that 
much. Commercial banks are not permitted to 
subscribe to this loan for themselves. So the re- 
sponsibility this time rests upon each one of us as 


an individual. Let’s oversubscribe this loan, too! 


Little enough for any American to invest in free- 
dom! Little enough to back up American boys 
fighting on every front! Uncle Sam must borrow 


$15,000,000,000 before September 30, and we who 


can put more than our $113.92 into this fight 


Buy MORE 
than your 
share 


MILLS AT HAMILTON, OHIO. .. CANTON, N. C. ... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK * CHICAGO + PHILADELPHIA * CLEVELAND « BOSTON « ST. LOUIS * CINCINNATI * ATLANTA 


29 flavor extracts including vanilla, | 
as well as the Burnett food colors. | 


| 
| 
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PULLINE 
Rate? 


MILLINE is a meas- 
ure of the rate you 


pay. 


PULLINE is a meas- 
ure of results. 


---We believ 


THE ~ 
GARY POST TRIBUNE 


Gary’s ONLY newspaper 


HAS THE LOWEST 
PULLINE RATE 
in America 


FACT No.1. The Gary Trad- 
ing Area produced more pounds 
per capita in the national scrap 
metal drive than any other in 
the country. The drive in this 
area was directed by, and pro- 
moted on'y in, THE GARY 
POST TRIBUNE. 


FACT No. 2. The quota for 
Gary's War and Community 
Chest was $200,000.00. Actual 
donations exceeded $350,- 


000.00. Promoted only in THE 
GARY POST TRIBUNE. 
FACT No. 3. In our recent 


romotion for "SMOKES FOR 
ANKS,”" contributions on a per 
subscriber basis, were the high- 
est, so far as known, for any 
newspaper in the United States. 
{ABC average for 3 months 
ended June 30th, 36,669—More 
than 93°, coverage of the 
homes in our city zone—Com- 
pare this with your present cov- 
erage in the Gary Trading 
Area.) 


Aren't these pretty definite 
proo’s of the low PULLINE 
RATE OF THE GARY POST 
TRIBUNE? 


Isn't such a responsive audience 
the type you want to reach and 
influence by your advertising? 


Are we on your newspaper ad- 
vertising schedules? 


s 
THE GARY POST TRIBUNE 


National Advertising Representatives 


BURKE, KUIPERS & MAHONEY 


New York ° Chica 30 
DALLAS ATLANTA OKLAHOMA CITY 
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Koppers Flag Poster 
in Big Demand 

More than 3,500 requests from 
other companies have been received 
for the United Nations flag poster 
produced by the Koppers Company 
and affiliated organizations during 
July. The poster, a 24x37-inch four- 
color layout of the flags of the 34 
United Nations, was originally cre- 
ated by the American Hammered 
Piston Ring Division, Baltimore, 
but created so much attention with- 
in the organization that it was de- 
cided to offer it through all Koppers 
divisions and affiliates. ; 

Koppers July advertising carried 
a small reproduction, and an offer 
to send copies to those requesting 
them on their business letterheads. 


Cartridge Firm's 
War Feats Told 
in Full-Page Copy 


Two Billion Rounds 
of Ammunition Made 
Since Pearl Harbor 


St. Louis, Sept. 8—Munitions are 
prophets of victory in their own 
home town, thanks to informative 
advertising. 

The mammoth St. Louis ordnance 
plant is making bullets by the bil- 
lions for our armed forces and those 
of our Allies. 

Thousands of persons in St. Louis 
are interested in the plant. They 
are the workers, their families and 
friends, and community leaders 
who wanted to know what St. 
Louis’ biggest industry was doing. 
The story of the plant, necessarily 
kept secret early in the war, now 
is reaching St. Louisans through 
several channels, one of the most 
unusual being the full-page adver- 
tisements which have been pub- 
lished in St. Louis and the métro- 
politan area. 

Realizing that all those interested 


could not be permitted to enter the 
plant in time of war, the adver- 
tisements were the answer to bring- 
ing the plant to every family in St. 
Louis. Prepared by D’Arcy Adver- 
tising Company at the request of 
the United States Cartridge Com- 
pany, a subsidiary of Western Car- 
tridge Company, contractor for the 
government, and with the full 
cooperation of Army Ordnance offi- 
cials, six of the advertisements have 
appeared. 

They were prepared as direct 
answers to scores of specific ques- 
tions. St. Louisans wanted to know 
about production, so far as it was 
possible to reveal; about the meth- 
ods of making .30 and .50 caliber 
cartridges; about the inspection 
methods used to guarantee that the 
cartridges spelled sudden death for 
the foe. 

The company and the Army Ord- 
nance Department believed these 
questions should be answered; that 
the people should know the tremen- 
dous production job which was 
being done at the world’s greatest 
ammunition plant of its kind. 


Other Ads Being Prepared 


The advertisements were planned 
on a long-time basis. 


once a month and others, which 


will stress the magnitude of the 
plant and tell more about what it 


They have 
been appearing on the average of 


TO THE MOON 


. we 


FROM ST. LOUIS 
. . 


> 
adiek ee 


TO THE MC 
‘ 


— 


The copy above, which tells that since 
Pearl Harbor the St. Louis Ordnance 
plant of the United States Cartridge 
Co. has produced more than enough .30 
and .50 caliber cartridges to stretch 
from St. Louis to the moon, is the sixth 
in a series in St. Louis and other metro- 
politan newspapers. 


signed by John M. Olin, president 
of United States Cartridge. This 


takes to produce cartridges, are| piece of copy, titled “The Story of 
being planned. a Great St. Louis Achievement,” 
The first advertisement was 


sounded the theme for the series. 


Unmatched setting for advertising in 


with leadership in readership among all magazine 


“WILL WOMEN go back to the 
kitchen after the war—or keep 
their jobs and independence?” 


THEN THE FEATURE is cast for 
types—as scrupulously as Holly- 


wood casts. ‘ 


THAT QUESTION stands very high in Parade’s con- 
tinuous surveys of public interests. So the Parade 
pre-editing technique was applied to it. 


PARADE EDITORS in New York know 
in advance just what they will get— 
nothing left to chance, nothing wasted. 


Creative people 
studying Parade ed 


Parade and Parade’s 
to help you build 


mg 
mf 


ESULT OF Parade’s exclusive edi- 

torial technique is intense public 

interest, providing an unparalleled set- 
ting for any advertising message. 


in Advertising are 
itorial pages where 


secret of attracting highest known pub- 
lication readership is at work. Read 


own advertisements 
higher readership! 


sections! 


A DETAILED scenario is the first step—every 
picture planned for composition, positions, 
even facial expressions. 


FAST, terse captions synchronize with photographs— 
giving Parade readers picture-stories that leap 
Parade pages. Next month: 


More readership secrets! 


Advertising Age, September 13, 194, 


It told how the plant, which ha. 
hundreds of ultra-modern pyjj4 
ings, was erected on a Missour} })j)) 
side in record time and now j; 
ducing more ammunition ths all 
plants in the United States we, 
making at the close of the fy; 
World War. ; 
The story of how the contract fo, 
building the plant was approyeg in 
December, 1940, and the fast-moy. 
ing events which gave the firy 
accepted ammunition to the goy. 
ernment the day after Pearl Harbo, 
was told in the initial display. 


Key Men Used 


The copy also related the proce. 
dure whereby Western Cartridge 
Company put key men from its ow, 
plant on the job of getting th. 
ordnance plant into production. |; 
touched on the training procedure 
needed to do the job and how th 
saved thousands of man hours ang 
material. The advertisement endeg 
on the note that every weapon oj 
war is valueless without ammuni- 
tion and praised the thousands 9; 
St. Louisans who work at the plan: 
for their contribution to victory. 

Advertisement No. 2 was titled 
“Bullets by the Billions” and told 
of the various processes which re. 
sult in the cartridges being bui); 
with watch-like precision. Fou 
two and a half column pictures rap 
the depth of the page on the left 
hand side. 

The third advertisement told of 
the twoscore inspections to which 4 
cartridge case is subjected. Art and 
“live” caricatures of cartridge case; 
were used to point up the message 

The remainder of the advertise- 
ments published to date have con- 
tinued to bring the message of the 
various processes, the immensity of 
the job and the high quality of th 
work. 


Offers Bond Poster 


Wickwire Spencer Steel Com- 
pany, 500 Fifth Ave., New York, is 
offering war bond committees, pub- 
lishers and others free copies of a 
special poster designed by Boris 
Artzybasheff. The material is avail- 
able in two colors, 44x22, one color 
10x7, and in glossy print form, from 
the company’s public relations de- 
partment. 


pro- 


333 COUNTIES © 


JOHN J.CILLIN, JR. PRES. 
JOHN BLAIR 6 CO. REPRESENTATIVE 
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Nor the Power of the Magazine Women believe in! 


In every income group, women are forming new habits—and turning to this 
one magazine. A recent survey shows that among new Journal subscribers, 
45 per cent live in homes where more than one member of the family are 
working — 25 per cent in homes with women workers. 


WORLD’S LARGEST AUDITED MAGAZINE CIRCULATION 


lS J LMILAM 
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LADIES’ HOME 


JOURNAL 
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COLOR CONTROL 


for KODACHROME 


Too often Kodachrome reproduces in harsh, garish 
colors that scarcely look photographic. 


Be certain of a skillfully controlled blending of tones 
. give your plate-maker a fine Chromart Print as 

copy. For four years we have been making Chromarts 

from Kodachromes sent us by top-notch agencies. 


Our process yields a superb full-color print that re- 

tains, in flat copy, the richness of the film transpar- 

ency! With flat copy, your plate-maker is at his best. 
y PY, y P 


Retouch or airbrush the Chromart Print as desired. 
Get it fully okayed to eliminate quality-robbing 
changes on the finished plates later. Your plate- 
maker can do his finest work only when the copy is 
right. Priced from $44. Investigate! 


837 NORTH FAIRFAX AVENUE 
PHOTOCHROME jortywooo 46, caLirornia 


ARTCOPY PRINTS FROM KODACHROME . 


Expands Radio 
Promotion for 
Folger’s Coffee 


San Francisco, Sept. 8. — Radio 
advertising on two Pacific Coast 
networks by J. A. Folger & Co. for 
its Folger’s coffee this fall marks 
the most aggressive promotion of 
this kind ever undertaken by the 
93-year-old packer. 

Through Raymond R. Morgan 
Company, Hollywood, the company 
has signed for a double-barreled 
radio barrage. First barrel is par- 
ticipation in the “Breakfast at 
Sardi’s” show, originating in one of 
Hollywood’s most famous restau- 
rants and show places, aired Satur- 
days at 9:30 a. m. over the Blue 


Network’s Pacific Coast and Arizona | 


stations. While several hundred 
members of the “Breakfast at 
Sardi’s” audience are eating their 
breakfast, drinking their Folger’s 
coffee, and being interviewed, ca- 
joled and kidded by Tom Brene- 
man, genial emcee, thousands of 
listeners on 17 radio stations will be 
simultaneously “drinking in” the 
merits of Folger’s coffee. 

Second barrel is the sponsoring 
on Tuesdays and Thursdays of 
“Wilson Edwards’ News,” the 7 a. m. 
edition of Associated Press news 
originating in the Don Lee studios 
in Hollywood and heard on 33 sta- 
tions of the Don Lee-Mutual net- 
work. In 24 of these cities there 
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are no morning newspapers, dy 
Folger’s bi-weekly newscast a. 
sents the first news of the day pur- 

veyed by any medium. In addition 
to the 7 a. m. network news, Wil- 
son Edwards re-broadcasts Folger’s 
Tuesday and Thursday mornings, 
the benefit ot Los Angeles area list- 
eners at 8:30 a. m. over KHJ. On 
Tuesday and Thursday mornings, | 


| Folger also sponsors the 9:30 a. m. | 


newscast heard daily over three 
stations of the Arizona network. 

As its commercial message, Fol- 
ger’s coffee is building its current 
campaign around the timely theme | 
that “good coffee is precious.” 


Organize New | 
Houston Agency 

Gano-Wilhelm-Laughlin, a new| 
agency, has been organized in 
Houston, with offices in the Esper- | 
son building. Principals are R.| 
Chilton Gano, formerly of Rogers- | 
Gano-Bachrodt; Stephen R. Wil-| 
helm, former vice-president and ra- 
dio director of Rogers-Gano; and 
W. R. Laughlin, formerly with | 
Sears, Roebuck & Co. 

The new agency will handle the | 
accounts of Hughes Tool Company | 
and Gulf Brewing Company, both | 
of Houston. 


eee gree ete | 

Grandy Promoted 
Lee Grandy, who has been with | 
the company for the past eight | 
years, has been appointed advertis- | 


ing manager of Porter-Cable Ma-| “= 


chine Company, Syracuse, N. Y. 


In out-mechanizing the Axis, Worcester’s 
inventive ingenuity and manufacturing skill play 
a vital (though sometimes hidden) part. In war 
as in peace, assembly lines throughout America 
depend on Worcester for the precision tools and 


parts for which this city is world-famous. 


To list these amazingly diversified prod- 
ucts would be not only unpatriotic, but futile. 
In many cases, only a mechanic would rec- 
ognize their names, or their importance to 
mechanized warfare. But Worcester works 
around the clock as Army, Navy and Air 


Force call for ““More!” 


WPB reports that 200 different war prod- 
ucts are being made in Worcester, and that the 
value of Worcester’s manufactures rose last year 
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to $375,000,000 —- a gain of 160 per cent over 


normal peacetime figures. 


Makes 200 Products 
Vital for Victory 


} 


| 


' 


By Ewing Galloway, N. Y. 


WORCESTER— one of the great MUST markets in New England—concen- 
trates a population of 235,125 in its City Zone alone. City and Retail 
Trading Zones: 440,770. The Telegram-Gazette blankets this market. 


| Grover A ing ihm Pe 


| throughout the 
| year. 


| York, handles the account. 


Advertising Agency, 


Textile Company 
Seeks to Build 
Postwar Trade 


New York, Sept. 7.—Pointi; 
that its world-wide facilitie. ; 
distribution of every type of 
tile are well worth remem}! 
the Lamport Company, for ov: 
a century world distribut of 


American textile products, m: 
bow as an advertiser last wee} 

Advertisements of 1,120 ling 
peared in the Daily News R 


LAMPORI 


| and the New York Journal of Com- 


merce, both of which will be used 
remainder of ths 
Initial insertion was cap- 
tioned “The people of the world .. 
each a market for American tex- 
tiles,” with an illustration showing 
people from the four corners of the 
globe garbed in native costumes. 

“What can we do with our war- 
enlarged production capacity wher 
the war is over?”, asks the adver- 
tisement, and counters with the re- 
ply, “You are looking at one answer ff 
to the problem that American tex- : 
tile men are asking themselves to- 
day.” Copy then details in one- 
two-three sequence how Lamport 
has served a triple purpose in 
building a world-wide organization 
for domestic and foreign distribu- 
tion of American textiles. 

“Our organization is active now,” 
concludes the copy. “The markets 
we serve, here and abroad, have 
not been neglected. They can be 
counted on to help solve postwar 
distribution problems.” 

Grey Advertising Agency, 


—- 


New 


ee 


Named Art Director 


Wilfrid W. Duehren, who has 


| been assistant art director of Stock- 


ton, West, Burkhardt, Cincinnati. 
since the first of the year, has been 
appointed art director of Morrison 
Milwaukee 


Lewin Joins Agency 


Chuck Lewin, formerly staff pro- 


|ducer with the Blue Network, | 
joined Hillman-Shane-Breyer, Lo: 
| Angeles, 


as director of radio pro- 
duction. 


ing Women While 
They’re Young 
| Published by GIRL SCOUTS 
{ 135 E. 44th Se., New York 
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) THE YOUTH GROUP 
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(Sontinuing study of 
Womens Ma gazine eAudiences 


shows vitality of Service Books 


etn ie ee eal AE ges 


W take it for granted that in wartime the 


women’s service magazines play an even more im- 
portant part than usual. Of course, this assumption 
has been based on opinion. 

Now we have research evidence to support it! 

Report Number 2 of the “Continuing Study of 
Women’s Magazine Audiences” reveals a tremen- 
dous vitality that is reflected in a substantial in- 
crease in the total audience enjoyed by the four 
women’s service magazines. 

The report shows that (Fall and 
Winter, 1942), 24,600,000 women 


over 15 years of age read one or more of the four 
magazines. 

Based on the reading of one item, Good House 
keeping alone reaches 10,850,000 women; Ladies’ 
Home Journal alone reaches 12,200,000 women; 
McCall’s alone reaches 9,950,000, and Woman’s 
Home Companion alone reaches 9,500,000. 

Your copy of Report Number 2 of the “Continu- 
ing Study of Women’s Magazine Audiences” should 

be in your hands. If you have not 
yet received your copy, let usknow, 
and we shall gladly send it at once. 
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¥ Circulation department estimate—accurate within one per cent 


COST PER PAGE PER(T 


THE LOWEST COST IN THE|W 


HILLMAN PERIODICAL BUILDING - 1476 33. 
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: . |ment stores and manufacturers|plementary newspaper and radio|this period dealers spent 2.5% of | 
Serv ice Promotion | alike ye proved, - the A | i. . their customer volume at retail for | HITS HARD | 
fo) that an advertising budget involv-| Some dealers spend several hun-|service advertising. Significantly, | 
Should Be 3% of | ing 3% of their business allows|dred dollars on direct mail each | dealers who showed the biggest cus- Mi . 
| them toe hold present customers and | month and supplement this promo- | tomer labor increases were the ones | 4 Issing. e° 
Sales, Taber Says | attain moderate but gradual ex-| tion with spot radio announcements | who were most promotion-minded. | 
Detroit. Sept. 8.—Th » | aaa and heavy newspaper campaigns in | “These factors point to just one | -ymcr—-—~= 
cto tae Rang egy Al ype their communities, Mr. Taber said.|rule: ‘You’ve got to spend money | s--.m=-.--- «= 
of expected sales, the long-recog- | Advise ARecetien Fine Others feel that a total service ad- oS 


> ; , to make money.’ The wise dealer 
nized standard for all retail busi- | “Based on this figure,” he said, “a| vertising expenditure of $80 or $90 | knows that he can’t sell service or 


ness, probably is the best index of | dealer should plan to spend $30 per|a month is out of line, particularly | any other commodity without main- 
the amount a dealer should spend| month on service advertising for|if their shops are well loaded with | taining a steady, well directed flow | 
for service promotion, according to} each $1,000 in customer labor which | work. of publicity—and this is just as true | : 
a survey recently completed by Earl | he can logically expect to bring into “Typical of the increases which|when a_ service department is| 2! 
M. Taber, acting general service|his service department. Thus, a|can be obtained by generous ad-| crowded with work as when its me- | 
manager of Pontiac Division. |dealership with a $6,000 customer | vertising budgets are the gains in|chanics are standing idle waiting | 
: How much to spend for service labor volume would allocate $180 a|customer labor made this year by | for customers to come in.” = 
advertising has long been a moot) month for service promotion, or $540| dealers in the San Francisco area,” Pontiac dealers are reaching out! = 
question among the 30,000 to 40,000 | for each quarterly period. This|he added. “Dealers in this zone in-|for greater business by increasing | 
auto dealerships in the country. Mr. | amount should cover a three months | creased their business in the first | their direct mail programs, he said. | - 
Taber, in a statement to Pontiac | direct mail campaign, owner con-| quarter of the year by 23.3% over|In the three months ending with | <: 
dealers, pointed out that depart-' trol system mailing pieces, and sup-/|the first quarter of 1942. During!|September these dealers will have | 
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Chesapeake & Ohio placed this highly 
emotional copy in about 200 newspapers 
in principal cities and smaller on-line 
cities, in addition to Business Week, 
Time and U. S. News, using 1,800 and 
1,000-line space in papers. Second ad. 
vertisement in the C&O campaign which 
broke in June, (AA, June 21) this in- 
sertion keys its theme to the free enter- 
prise system, pointing up that this child's 
father did not die in vain and that his 
friends are determined to keep America 
the kind of country for which he gave his 
life—a free America, a land in which 
government is the servant, not the mas- 
ter of the people. Kenyon & Eckhardt, 
New York, is the agency. 


po out more than 1,400,000 mail- 
jing pieces to their owners and 
|others they would like to do busi- 
|ness with. The program is believed 
|to be the most aggressive service 
|campaign to be staged by dealers 
| since the country entered the war 
| More than 600 dealers are partici- 


Bosse | pating = _ eee, — all re- 
S DAHL To SHOW HoW DEpaRtT- /port uniformly ig! results. _ | 
MENT STORE ADVERTISING IN HERALD — Wao ears IN HE IS COMPELLED To RUSH THE | comenle a's sue Skee aoe 
TRAVELER AFFECTS THE AVERAGE CONSUMER, “TRAVELER PAPER DEPARTMENT Store S — |out the growing need for major re- 


pairs as cars grow older. This gives 
|dealers the choice of four services 
| to be advertised. 

For several months past, Pontia 
| dealers have broken all records for 
| customer service sales as a result 
of this advertising program, the 
|; company states. 


| Statford Launches Drive 


J. H. Stafford Industries, Toronto, 
/has launched a campaign in Can- 
ada for Stafford soups, using news- 
|papers from coast to coast and 4 
| wide list of business papers. A 
|test radio program, “The Stafford 
|Hall of Fame Hour,” dramatizing 
| housewives’ patriotic work, will 
| break in Calgary this month. E. W 
|Reynolds & Co., Toronto, is the 


| agency. 
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Auto-Lite Campaigns 
— AND PuRC HE SHOWS BSS RESULTS OF DEPARTMENT BOSS TEARS UP EXPENSE ACCOUN Electric Auto-Lite Ltd., Sarn 
” oma New FALL STORE ADVERTISING IN HERALD-TRAVELER CHARGES DAHL THREE CENTS on ha |Ont., will launch a fall campa 
(eo) ° AND RENDERS HIS EXPENSE ACCOUNT. PAPER -THISANE RAGE CONSut NER TES \through R. C. Smith & Son, 7 
WAS ON THE LEVEL / oT |ronto agency. Magazines, weeke 
‘ S4HL] ~sépublications, farm and automot 
| business papers will be used. 
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| HE HERALD-TRAVELER carries far 
more department store linage than any 
other Boston paper — and has for years. 
And its leadership in total advertising is 
outstanding — 3,000,000 lines in 1942. 
Such evidence conclusively proves. the 
Herald-Traveler your Number 1 buy in 
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: The “economical” name for 
— : - # quality thin paper, now . 
& serving Uncle Sam and war 
rs a industries. 
y MILLERS FALLS PAPER COMPANY 
: ees ’ MILLERS FALLS, MASSACHUSETTS 
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Norfolk Goes To Town 


Over 7 7 bd 000, 000 | wSeventy-Five Million} St. Car Fares In 1942 


MILLIONS OF FARES 
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When Norfolk's 1942 transportation figures were 

released a few weeks ago they created quite a 

sensation. .No wonder it became necessary to 

bring in street cars from Fort Worth, Wilkesbarre, 

Columbus, Richmond, Lynchburg, Allentown, Char- 

lotte and Springfield. Now with the first six 
mm months of 1943 in the records, figures show that 
me Norfolk's traffic is even more terrific. 


Portsmouth Comes Over, Too 


With Over 17 ,000,' 000 Seventeen Million; asradat Fares In 1 942 


112.5% Increase 


20 
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10] 


MILLIONS OF FARES 
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Thousands upon thousands pour into Norfolk every 
day. Norfolk-Portsmouth ferry officials report 
Saturday, August 14, 1943 as setting a new record 
when over 54,000 foot-passengers kept the turn- 
stiles spinning. Motor car registrations are at a 
new “high” and the Virginian-Pilot and Ledger- 
Dispatch find their facilities humming under the 
strain of covering this seething market. 
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Now post-war planning 
is more practical 
and IMPERATIVE 


Another vital step toward peace has been ac- 
complished. Italy has surrendered. As the Allies 


sweep On in Europe, new gains are constantly 


creating rumors of final surrender. 


The major indexes of the war program, as 


they affect American business, have risen to the 
highest peaks in history. 


Every business executive should carefully con- 
sider what these indexes will mean to his busi- 


ness when war suddenly ends in Europe. 


CONSTRUCTION OF 
NEW FACTORY PLANTS 


1940 $ 442,000,000 
1941 1,182,000,000 
1942 2,227 ,000,000 
1943 900,000,000 
(Estimated) 


(60% Decrease officially 
estimated for 1943 from 
1942 peak) 


PRODUCTION OF 
MANUFACTURED GOODS 


1940 $71,000,000,000 
1941 94,000,000,000 
1942 121,000,000,000 
1943 145,000,000,000 

(Estimated) 
(104% Increase in 1943 
ever 1940) 


EMPLOYMENT 
1940 44,000,000 
1941 52,000,000 
1942 58,000,000 
1943 61,000,000 
(Estimated employed and in 


the armed forces. 39% In- 
crease in 1943 over 1940) 


NATIONAL INCOME 


1940 $77,300,000,000 
1941 94,700,000,000 
1942 117,000,000,000 


1943 135,000,000,000 
(Estimated) 


(75% Increase in 1943 over 
1940) 


SAVINGS BANK 
DEPOSITS 


1940 $26,07 2,000,000 
1941 26,063,000,000 
1942 26,704,000,000 
1943 30,042,000,000 


(Estimated os of September 
1. 30% Increase in 1943 
over 1940) 


NO ONE SHOULD BE UNPREPARED 
FOR PEACE 


In December, 1941, American business 
was almost totally unprepared for war at 
that time. At any time in 1944, no one 
should be unprepared for peace. Now is 
the time to plan for it. 

The long-time trends of our wartime 
economy have set up their warning signals. 
New factory construction has fallen off 
more than half. Machine tool making is 
decreasing. Numerous war contracts have 
been cancelled. Five major airlines have 
reduced their passenger fares to the level 
of first class railroad fares or lower. They 
are preparing for post-war transportation 
of passengers, mail and cargo. Many other 
indexes point the same direction. 


THE NEW COMPETITION 


Now a new set of business conditions are 
in the making. Every business in America 
will face a new kind of competition. 

Hundreds of new manufacturing plants 
have been built. Thousands have expanded 
capacity and facilities. Most of them are 
now developing new products or will be 
looking for new ones to make after the war. 
Next year several newcomers may enter 
your industry with new or improved lines. 

Some of the major factors of this new 
competition are now plain: 


Following the wor, there will be the 
greatest supplies of raw moterial, both 
natural and synthetic, ever known 


There will be the greatest force of skilled 
men and women ever available in this 
country 


There will be the greatest volume of pent- 
up consumer demand ever experienced 


There will be the greatest aggregate total 
of savings on hand with which to satisfy 
those demands 


IF YOUR EXECUTIVES DON'T HAVE TIME 
FOR PLANNING 


Today most executives are too busy with 
material and production problems to do 
the necessary analyzing and planning for 
post-war distribution, advertising and sell- 
ing. But contacts must be re-established 
with your final customers. New lines of 
distribution will have to be planned. Sales 
recruiting and sales training programs 
worked out. New products and new mod- 
els—even illustrations of new models— 
should be tested with consumers. 

We have the professional staff, the time 
and the adequate experience to develop 
your whole post-war marketing plans for 
you. We are already actively engaged in 
exactly that job for several of our $1 
clients. Write or call— 


—-C.C. Chapelle Company 


_ MARKETING CONSULTANTS _ 


500 North Dearborn Street - CHICAGO - Telephone Whitehall 7731 


Sponsored Movies 
Take War Messages 
to Communities 


| 
| Washington, D. C., Sept. 8.— 
Sponsored motion pictures are 
bringing vital war messages to au- 


diences in nearly 12,000 theaters 
throughout the country through 
production and _ distribution ar- 


rangements of Screen Broadcasts, 
Washington, D. C., which distributes 
in Atlantic, southern and New Eng- 
land states through Motion Picture 
Advertising Service, New Orleans, 
jand in northern, midwestern and 
western states through United Film 
Service, Kansas City. 

Screen Broadcasts is currently of- 
fering sponsors a selection of 26 
films each on seven home-front war 
problems. Several additional series 
are now in preparation, each deal- 
‘ing with the official information 
| story of a major war agency. 

The films run short of a minute 
‘each, and are climaxed by the spon- 
| sor’s name projected for visual dis- 
jplay, and included in the film 
|narration. Pictures may be spon- 
sored on a local, regional or na- 
tional basis according to need. 
Sponsors include both national ad- 
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vertisers and local retailers. 

Seven film series already pre- 
pared by Screen Broadcasts have 
been made in cooperation with 
ODT, OPA, OCD, Treasury war 
savings staff, WPB_ conservation 
division, Department of Labor’s 
labor standards division, and U. S. 
Public Health Service. Several ad- 
ditional series, including a recruit- 
ing series for the Wac, are contem- 
plated. 

ODT Film Popular 


One of the most popular current 
series is one made in cooperation 
with the ODT, warning against un- 
necessary travel. This series, based 
on warnings of Joseph B. Eastman, 
director of ODT, recites the traffic 
burden of the railroads, mainte- 
nance problems and the imperative 
need for postponement of non-es- 
sential trips. Like all Screen Broad- 
casts films, each picture in the series 
is complete in itself so the sponsor 
may use as many of the ODT pic- 
tures as he wishes in any convenient 
order. 

Screen Broadcasts makes 26 of 
each series on the theory that there 
will be a film available every other 
week on any particular subject the 
sponsor wishes. 
12,000 theaters are available for 
sponsorship, films are seldom used 
in all 12,000. The number of thea- 
ters involved in each campaign is 
up to the sponsor. 

First war effort films made by 
Screen Broadcasts were a Treasury 


Although nearly | 


a. 


series to promote war bond sale 
These films, now nearly a year old 
are still running in 2,900 communj- 
ties in 39 states. Another popula, 
Screen Broadcasts series is the Opa 
campaign supporting ceiling price 
and fighting the black markets. ‘r);. 
series, less than four months old, jx 
now used in 1,800 communities in 1¢ 
states. Over 75% of the OPA serie 
sponsors are food dealers. 

The films are made at Motion 
Picture Advertising Service studios 
in New Orleans. Scripts are pre. 
pared there and approved by the 
government agencies involved. Th, 
government agency also reserve 
the right to review the sponsor. 
with an option of rejecting any 
which may be objectionable for jf: 
purposes. 


Cella Named V.P. 


John B. Cella, president of Roma 
Wine Company, Fresno, Cal., which 
was acquired by Schenley Distiller; 
Corporation last November, has 
been elected a vice-president of the 
latter organization. Mr. Cella has 
been a director of the parent com- 
pany since last January. 


KUIN Joins Don Lee 

Station KUIN, Grants Pass, Ore. 
has joined the Don Lee Broadcast- 
ing System, becoming the 34th sta- 
tion and the eighth Oregon station 
to join the network. 


Pa 
Fi 


one does it-in Philadelphia 


® One newspaper is the leading newspaper in Philadelphia — 


has been the leader for 38 consecutive years. One newspaper 


in Philadelphia has a circulation of over 600,000 daily. One 


newspaper in Philadelphia is read daily by 4 out of 5 families 


—a larger percentage than any newspaper in any other major 
market in the country. One newspaper has been consistently 
the leading advertising medium in Philadelphia — and that 


newspaper is The Philadelphia Evening Bulletin. 


In Philadelphia—nearly everybody reads The Bulletin 
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Effective Jan. 1, 1944 


AERO DIGEST 


will be published 


semi-monthly 


@ To keep pace with the aeronautical 
industry, AERO DIGEST, the leading 
publication in its field, again takes an- 
other step forward to increase its 
value to advertisers and readers. 


Semi-monthly issues will approximate 
one-half the size of current ones. The 
quickened tempo of these new issues, 
limited in size, enables your advertising 
message to tap the tremendous buying 
power of this industry, faster and more 
effectively than is possible in any once- 
a-month publication. 


~ 


PRODUCTS OF AN + 
ORGANIZATION SPECIALIZING | ._| Wo) 

IN AERONAUTICAL PUBLICATIONS we SiS ry ; 

e =— 

515 MADISON AVE., NEW YORK 22, NN. Y. 
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2. For timelier technical coverage. 
3. For better balance. 
4. For easier reading. : 
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38 
Kennedy to Columbia 


John R. Kennedy has been ap- 
pointed manager of material pro- 
curement and control of Columbia 
Recording Corporation, New York, 
subsidiary of CBS. Mr. 
joins Columbia with a background 
of 20 years’ experience in the rec- 


Kennedy | 
|representative for 


ord business, and has been a mem- | 
ber of the National Association of | 


Purchasing Agents for more than 
two decades. 


Associated Music 
Names Spot Sales 


Associated Music Publishers, Inc., 
New York, has appointed Spot Sales, 
Inc., station representative, as sales 
its transcribed 
library service, the Associated Re- 
corded Program Service. By this 
tie-up, Associated becomes the first 
library service to engage an outside 
sales organization to market 
product. Spot Sales also becomes 
the first station representative to 
expand its scope of activity beyond 
the original function of handling 
spot commercials for stations. 

C. M. Finney, president of AMP, 
has announced appointment of Ben 
Selvin as vice-president and gen- 
eral manager of Associated Re- 
corded Program Service, in addition 
to his activities as recording direc- 
tor. John R. Andrew has been 
appointed service manager. Mr. 
Selvin is working with Mr. Watson, 
executive vice-president of Spot 
Sales, on new plans for building 
programs and providing stations 
with sales ideas, based on the needs 
of the stations. 


‘produce result 


A 9-year record of success! 


As Mr. Wade says, “It is difficult even for an advertising man 
to understand how an independent store like Morris B. Sachs, 
located 10 miles from Chicago’s Loop, can use a full hour 
program over a 50,000 watt station like WENR every Sun- 
day for almost 9 years and make it pay, but that is exactly 


what using WENR has done.” 


Now is a good time to find out what WENR can do for you! 


50,000 WATTS 


A CLEAR CHANNEL STATION 


890 KILOCYCLES 


| Owned and Operated by the Blue Network Company 
Represented Nationally by Blue Spot Sales 


"New ¥ York Chicago 


Hollywood Detroit 


its | 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 


direction” 


of any kind. The author is glad to receive comment, but can- 


not answer letters, except as he may find it appropriate to do so through 
the column. 


August 30. Talked with a man who has 
made his living selling high priced but 
mediocre art to the rich. He says that 
nowadays the newly rich, and especially 
those in the small towns and western 
states, are his best picking. The older rich 
are hugging their decreased incomes to 
their chests; but the newer rich are still 
anxious to establish themselves as patrons 
of the arts and of learning. For them he 
puts on a regular J. Rufus Wallingford 
front, complete with Rolls Royce, cane and 
spats. 


August 31. Just after contemplating the 
rows of cabbages in my garden this even- 
ing, I saw a Morton’s salt ad offering a 
booklet which would tell me how to make 
sauerkraut. Now that’s what I call intelli- 
gent wartime advertising — good for me, 
good for the country, and good for the ad- 
vertiser. 


September 1. Had a letter from my boy 
who is flying overseas for the Army Trans- 
port Command. Here are the highlights 
of one trip as he gives them: Catching a 
big trout during a layover in Labrador, 
and cooking it over a campfire “in the 
grandest forest you ever saw;” watching 
the sunrise gild the precipitous tops of the 
great ice cap, sticking up to 12,000 feet 
through the clouds over Greenland; seeing 
a big convoy marching across the sea, as 
orderly as a group of soldiers; popping out 
of a low cloud, smack on top of a litter 
of subs around a mother ship, and making 
a mad scramble for the flare pistol to 
answer their blinker challenge before they 
started shooting; cussing the Germans for 
playing Victrola records of “Deep in the 
Heart of Texas” on the same frequency as 
needed radio beams; fighting flies in Africa, 
in a temperature of 110, with the snow- 
clad Atlas mountains in sight. . . Be seeing 
you, Odysseus. 


September 2. A correspondent says that 
he gets lots of good ideas for advertisers, 
but has never been able to sell them, and 
wants me to tell him how to go about it. 
I have never seen many people make a 
success of selling ideas only. What the 
world wants is ideas translated into con- 
crete things and services. Ideas seem to 
be most salable when they are given as a 
plus with something a man is going to buy 
anyhow. 

. 


September 3. Watched my wife going 
through the current issue of Life, looking 
at every picture and reading every caption. 
Pretty soon I heard her chuckling over a 
picture and caption in a cold cream ad. 
When she had turned the page I asked her 
what it was about, and her answer indi- 
cated that to her it was just another edi- 
torial picture, interesting in itself, and 
having no commercial significance. In this 
instance, at least, the advertiser, by fol- 
lowing Life’s technique, got high readabil- 
ity but no selling. 

eo 


September 4. Picked my Elephant Heart 
plums, and carried a lug of them to the 
missus, to make her eyes pop. This plum, 
the last creation of the great Luther Bur- 
bank, seems still to be a rarity among 
fruits, as I never see it on the market. 
Mine grow to be as big as an ordinary 
peach, but heart shaped; and it is this, 
with their blood red flesh, which justifies 
their name. Good eating. 


September 5. Counting up my blessings 
in this year of war and shortages, I listed 
on the material side the foods with which 
we had been able to supply ourselves: 
Beef, bacon, hams, lard, milk, cream, but- 
ter, cheese, eggs, fryers, turkeys, berries, 
melons, cherries, apricots, peaches, plums, 
pears, apples, and all green vegetables. All 
I need now is a grits mill like Mickey Mc- 
Hugh’s to be nearly self-sustaining. 


— 


Sanger Appointed 
New Sales Chief of 
GE Appliances 


Bridgeport, Conn., Sept. 7. 
Alfred C. Sanger has been ap- 
pointed sales manager for the ap- 
pliance divisions of General Electric 
Company’s appliance and merchan- 
dise department, 


it has been an- | 
nounced here by Hardage L. An-| 
drews, vice-president in charge of | 
the department. | 

In peacetime the appliance divi- | 
sions include refrigerators, ranges, | 
water heaters, electric sinks and | 
kitchen cabinets, home laundry | 
equipment, heating devices, clocks, 
fans, sunlamps and electric blankets. 

Mr. Sanger’s most recent previous 
position was manager of General 
Electric’s traffic appliance division, | 
where he had jurisdiction over | 
manufacturing, engineering and/| 


sales of heating devices, fans, clocks | duration. 


and sunlamps. Since curtailment 
of civilian goods manufacturing, he 
has played an important part in 
development of maritime specifica- | 


Conn., of Carl Snyder, assistant 
| manager in charge of General Elec- 
| tric sales. Mr. Sanger had 20 years 
experience in all phases of sales 
and distribution. He joined GE in 
Philadelphia in 1930 as a radio spe- 
cialist. 

Sales activities of the GE traffic 
appliance division, one of the re- 
sponsibilities held by Mr. Sanger 
prior to his new assignment, will 


|now be in charge of Marshall B. 


Ross. 

Although General Electric offi- 
cials would not discuss for publica- 
tion possible changes in the com- 
pany’s distribution program in the 
{appliance field, it is known that 
because of the war the company has 
been forced, in numerous instances, 
to depart from its past policy of 
utilizing independent distributors. 

With few if any appliances to 
sell, some large distributors who 
had made big profits in the past, 
elected to go out of business rather 
than to operate at a loss for the 
Other dealers, who found 
refrigerators, radios and other ap- 
pliances fairly easy to sell in good 
times, ignored GE’s advice to build 
up a sound servicing organization, 


Where important dealers have 
dropped out GE has found it neces- 
sary to maintain service to owners 
of its appliances, to set up its own 
service centers and _ distributing 
outlets. This policy has been fol- 
lowed for the past three years and 
as a result GE now has its own 
retail outlets in a number of cities 

The most recent outlet of this 
kind was opened in Philadelphia, a 
“General Electric Appliance Service 
Center” in a ground floor location 
in the downtown district. The Cen- 
ter is stocked with parts for all 
appliances and staffed with trained 
personnel from the main office and 
factory in Bridgeport. 

In connection with GE’s general 
distribution policy it is pointed out 
that Mr. Andrews has frequently 
publicly stated that General Elec- 
tric has no intention of abandoning 
its system of independent dis- 
tributors. 


Airs ‘Sun-Rayed’ Show 
Caldwell-Baker Company, Indian- 
apolis, is in charge of a 15-minut: 
“Folk Singer” program produced b) 
Joseph Jacobs Jewish Market Or- 


tions for equipment used in venti- | and were forced to go out of busi-| ganization, which will be launched 


lating ships, and has worked closely | 
with government agencies in effect- | 
ing ways to conserve materials. 
Mr. Sanger’s promotion follows 
the death on Aug. 14 in New Haven, 


ness when the appliance supply 
dried up. Those with trained serv-| 
ice organizations have, in most in- 
stances, been able to carry on a 
going business. 


Sept. 14 for Kemp’s Sun-Raye: 
tomato juice. The program will ! 
‘heard Tuesdays and Thursdays 
8:45 a. m. over Station WEVD, Ne 
York. 


‘YOU CAN'T SELL 
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We’ve taken the Rubber Blanket off the Old Gray Mare 


By the old gray mare, we mean the old stigma of offset printing . . . its grayed 
out appearance. But the blanket is right back on the new champion . . . 


Black Beauty! 


Through months of research in photography, grained zinc, chemicals and ink, 


we have arrived at a new richness and depth of black in offset reproduction. 
We call it Veritone.* 


Veritone preserves all the values of the original art. [t’s giving people a new 


pul confidence in offset printing. 


It must be, because the presses at C. M. & H. are rolling day and night for 
folks who have tried Veritone and are back for more. 


We believe you will make a real gain by considering us on your next printing job. 


C MeH Offset Printing Co. 


DIVISION OF COLLINS, MILLER & HUTCHINGS » PHOTO-ENGRAVERS 
207 NORTH MICHIGAN AVENUE ¢ CHICAGO 


* Registered Trade Name of C. M. & H. Offset 
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Vitamins Plus Appoints 

Vitamins Plus, Inc., New York, 
has appointed Baker Advertising 
Agency Ltd, Toronto, to handle 
Canadian advertising of the prod- 
uct. Plans for the fall campaign 
are being formulated. 


Rader Joins B & B 


Doris Rader, formerly with Comp- 
ton Advertising, New York, has 
joined the radio commercial de- 
partment of Benton & Bowles, New 
York. 


Bartley to NAB 


| Robert T. Bartley, for the past 
four and a half years with the Yan- 
kee Network, will join the National 
Association of Broadcasters, Wash- 
ington, D. C., in an executive ca- 
pacity, effective Sept. 25. 


'Stran-Steel Appoints 
John W. Bloodhart has been 
appointed assistant advertising 
manager of the Stran-Steel Divi- 


sion, Great Lakes Steel Corporation, 
Detroit. 


co 


ag - 


s* is 


Cs 
Fi 


CENTRAL OHIO'S ONLY 
CBS OUTLET 


Ask Ay Y Blair Man ? 


Plan Extensive 
Drives for Grabow 
and Emperor Pipes 


Chicago, Sept. 8 —Despite the 
fact that a large proportion of its 
production is going to the armed 
forces, M. Linkman & Co., manu- 
| facturer of Dr. Grabow pre-smoked 
| pipes, is going into the largest cam- 
paign in the company’s history, 
with full-page advertisements ap- 
pearing during the fall and holiday 
season in double the number of 
national magazines used in 1942. 

The campaign, keyed to the fact 
that Dr. Grabow pipes are serving 
with the fighting forces here and 
overseas, is designed to protect the 
company’s name and good will for 
the postwar time when ample sup- 
plies will again be available to the 
public. 


Announce Schedule 


One of the full-page advertise- 
ments, headed “Doughboy’s Diary,” 
will appear in Life, Look and The 
Saturday Evening Post; another, 
using a tie-up with Thomas Colli- 
son’s “Flying Fortress,” is sched- 
uled for Field & Stream, Liberty, 
Newsweek and Outdoor Life; and a 
four-color page, captioned “On a 
World-Wide Mission,” will appear 
in Esquire. 

As in the past, Dr. Grabow news- 


paper advertising will feature 


photographs of well known per- 
sonalities—in the new series, war 
correspondents and the best sellers 
they have turned out. The news- 
paper campaign will appear in 
approximately 100 cities throughout 
the country. 

Simons-Michelson Company, De- 
troit, handles the Dr. Grabow ac- 
count. 


EMPEROR PIPES 
GET FIRST PROMOTION 


New York, Sept. 8.—Continental 
Briar Pipe Company will release 
its first advertising campaign for 
Emperor pipes, using two-color 
half-page and single column inser- 
tions in Collier’s, Esquire, News- 
week and The Saturday Evening 
Post, beginning with October issues. 

Copy will emphasize that Em- 
peror is “America’s finest pipe—bar 
none!”” and will point out that 
American smokers can now obtain 
a high quality pipe that has been 
given the benefit of imaginative 
styling. 

The campaign has been scheduled 
despite the fact that production of 
Emperor pipes has been oversold, 
with a view towards building a 
more valuable franchise and post- 
war partnership for dealers who 
handle the company’s product, as 
well as keeping the Emperor name 
before the public. 


Duane Jones Company, New 


York, is the agency. 
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HOW YOUR WASTE PAPER CAN HELP WIN THE WAR 


Wood pulp is so vitally important to war 
that—according to competent authority—if 
all pulp production were to stop today, our 
entire war effort might collapse within six 


months! 


The “paper work” of war alone eats up 
tons of stock—30,000 pounds for a battle- 


ship's plans, 2,000,000 


draft registration, 4,000, 
Bonds sold up to May 
Virgin wood pulp, released for use by 


reclaiming waste paper, 


for parachutes and combat tires. It is used 
in plane windshields, explosives, hand gre- 
nades, gasoline containers, stretchers, expend- 
able raincoats, insulation, packing material, 


ammunition boxes .. . 
of matériel. 


Thousands of tons of critical materials— 


KIMBERLY-CLARK CORPORATION 
Neenah, Wisconsin + rst. ier 


NEW YORK: 122 & 42ND sr. ° CHICAGO: 6 5. MICHIGAN AVE. ® 


products. 


transportation 
pounds for the first 
000 pounds for War 
8 


makes special rayons 


who will see 


a gigantic quantity 


steel, aluminum, synthetic rubber, phenolic 
resins—are saved by substituting wood fiber 


There is no shortage of standing pulp 
wood. There #s a shortage of manpower and 


acute that some curtailment of production 
already has been required. 

That's where your waste paper basket 
enters the scene. Every scrap of waste paper 
is needed to help conserve wood pulp stocks. 
American businesses and individuals are ur- 
gently asked to save all the waste paper they 
can and to dispose of it to regular dealers 


plants. It will be made into new paper, free- 
ing virgin pulp wood for the biggest job 
today—keeping our war machine rolling 
toward Berlin and Tokio! 


to handle it, a shortage so 


that it reaches reprocessing 


ete beh hed na 


PRINTING PAPERS 


For Highest-Quality Printing 


"TRADE MARK 


Back the Attack 
.». WITH 
WAR BONDS 


xaeaenekeae 


Levelcoal’ 


Jrufect 
Kimfeer 


Companion te Trvufect at 
lower cost 


Multifect | 


For volume printing at 
@ price 


LOS ANGELES: 510 W. 6TH ST. 
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Bottle Collars in 


New Role for Roma 
(Picture on Page 63) 


Fresno, Cal., Sept. 7.— Hott 
collars, usually serving the progaj 
purpose of price tags, have bee, 
given a new job by Roma wi, 
Company in a series of three per. 
sonality display pieces featurin, 
Charles Ruggles, Mary Astor ang 
Mischa Auer, stars Of the Rom, 
radio program aired over a coast. 
to-coast CBS network. 

Designed in twin-wing style, eac; 
of the bottle collars carries a studj 
photograph of one of the stars , 
the left, with the right wing bearin 
a color reproduction of Roma’s ney 
trade character, the R-Man win 
steward which, with the line, “| 
speak for Roma,” has had majo; 
attention in the company’s curren 
campaign (AA, July 12). 

The lowly bottle collar in its ney 
role of radio show and trade char. 
acter promoter has gained univer. 
sally favorable dealer reaction 
according to the company. 

McCann-Erickson, San Francisco 
is the Roma agency. 


Eye*Catchers Promotes 
New Bankad Service 


Eye*Catchers, Inc., New York 
has started a new advertising sery- 
ice for banks, called Bankads, con- 
sisting of complete advertisement: 
in mat form, ready to use. Sub- 
scribers will receive a set of mat; 
of several advertisements each 
month for their exclusive use in 
newspapers of their cities. Copy 
consists of messages to promot 
specific services, as well as institu- 
tional announcements. 

Business papers and direct mai! 
will be used to promote the Bankad 
service. 


Appoints Hartmann 

George W. Hartmann, for 1' 
years with Henry Lindenmeyr & 
Sons, New York, as assistant to th 
president and advertising manager, 
has been appointed advertising and 
promotion director of Reinhold- ff 
Gould, Inc., New York. 


WHAT 


WAS _— 


Steady now—that was only 


ROCK ISLAND—MOLINE 
(ILLINOIS) 
a goin’ places 


|] action here now—as more than 40,000 


There's plenty of eager, loyal we: 


Tri-Cities industrial war workers a: 
pouring out weapons and supplies f 
our fighting sons and their allie 
That is far from unique among th 
industrial centers of this great nati 
—BUT—we ARE DIFFERENT. 90° 
of our productive facilities existe 
BEFORE the War. When JOH! 
DEERE, INTERNATIONAL HARVE! 
TER, J. |. CASE and many other loc. 
industries start their drive towar 
serving the post-war markets of th 
world, we'll all be plenty busy an 
moving ahead. Linage investmen 
HERE and NOW will pay big div 
dends when VICTORY PEACE is 
reality. 
One Space Order 
“ARGUS - DISPATCH” 
Blankets this Market 


ONE SINGLE MARKET of 


103,526 
(1940 CENSUS METRO. POP.) 
where business will be more than good | 
—AFTER the War 
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SFCC’s Exclusivity 
}Clause May Soon 
Be Put to Test 


territorial exclusivity clause of the 


Photo-Lithographers 


Plan War Conference 
National Association of Armed Forces 
Photo-Lithographers will hold a ons = 
wartime conference at the Hotel | 
washi , D. C.. Sept. 8.—Th Statler, Boston, Sept. 16-18. 
Washington P " “What’s Ahead for the! advertising director of the Atlanta 


Admen in the 


Capt. John L. Ottley Jr., former 


|Guard and has reported for train- 
|}ing at Manhattan Beach. 

| Everett H. Ferguson, formerly 
| with the Winnipeg ofiice of A. Mc- 
Kim Ltd., advertising agency, has 
| received a commission as pilot offi- 
cer in the Royal Canadian air 
|force. He won the Bud Starrat 


41 


Curtiss Candy Company 
Introduces Muffin Mix 
Curtiss Candy Company, Chicago, 
has started promotion of a new 
product, Curtiss corn muffin mix, 
via a car card campaign initiated 
in the metropolitan Chicago area. 


rCC’s network regulations may Lithographer?” the theme of the | Constitution, who recently reported Memorial navigation wrist watch Promotion will be extended later 
| get its test before the commis-| Conference, the program will fea- | for duty at the Bryan Field instru-| for scoring highest marks in his|to other major markets. — 
ite it appeared today, following an ture discussions of current wartime | ment instructor’s. school, Bryan, | 8’@duating class of air navigation at Arthur Cohn and Associates, New 
eal from WRAL, Mutual outlet| Problems of the industry as well| Tex. has been assigned as post ad- No. 5 air observer school, Steven- | York, handles Curtiss transporta- 
.“ aleigh N. C.. for FCC aid in its| #8 focus attention on postwar mar- son, Man. tion advertising. 
aa Po get ‘Walter Winchell’s Jer-| kets and the future of lithography. | Carl Hammons, formerly manager 
florts Journal heard on the Blue te Ne a | Jeanne Heath, secretary to Harold | ef the display advertisers’ service | 
$ rhe deat oe -15_Q- |R. Deal, advertising manager of|for the Los Angeles Examiner, has | 
Network Sundays at 9:15-9:30, p.m. 


ministrative inspector. 


Write for circular on 


FCC interest in the case was re- Nelson Adds Duties /Tide Water Associated Oil Com-| enlisted in the naval air forces and Rayo xt! 
7 : | . , a* ta) Qe ie etati . ‘ . ; . a e 
vealed in a letter from T. J. Slowie,| Jack Nelson, vice-president and|P29Y, San Francisco, has been | is stationed at Kearns Field, Utah. FLUORESCENT 


® <ecretary of the commission, asking| general sales manager of Rock-Ola| *\V0'" (7 a5 a member of the Marine . ee = 

B the Blue for an explanation of its|Mfg. Corporation, Chicago, has|©°TPS Women's reserve. Miss Bender to KMAC 
refusal to sell the program. The|taken over the duties of directing) Joseph H. Emmert, classified ad-| Leona Bender has joined Station 
letter was written Aug. 27, but it is| advertising and public relations for| vertising manager of the Buffalo| KMAC, San Antonio, as news editor 
believed no answer has yet been re-|the company. ‘News, has enlisted in the Coast'and director of public relations. 
turned by the network. 

in his letter, Mr. Slowie reported 
that FCC had received 600 cards | 
and letters, and four petitions of 500 | 
names each from WRAL, repre- 
sented as WRAL listeners who} 
wanted the program. These cards 
and petitions, it was learned, were 
gathered in a WRAL test of local 
sentiment on the program. 

Since Winchell is not currently 
heard in Raleigh, where Blue has | 
no outlet, WRAL asked its listeners 
to let the station know if they would 
like the program. The letters and 
petitions resulted. 

Mr. Slowie told Blue that WRAL 
had explained to the commission | 
that it had requested the program | 
from Blue and from the Jergens | 
company. The station claimed, Mr. 
Slowie wrote, that Jergens in-| 
structed its advertising agency to| 
add WRAL to the list of stations | 
carrying the program effective Aug. 


Q 
oO 


LIGHTING 


WRAL reported, however, Mr. 
Slowie continued, that it was unable 
to procure the program and that an| 
officer of the Blue stated the reason | 
the Blue refused to sell the program | 
to WRAL was “what would other | 
Blue Network stations say if they | 
made a special deal with us?” 

Mr. Slowie’s letter called the net- | 
work’s attention to regulation 3.102, 
the territorial exclusivity clause, | 


LEGEND 


which provides in part “No license | POPULATION 

should be granted to a standard 73°, concentrated in 
broadcast station having any con- 0 Western Washington 
tractual arrangement, or under- | 

standing, express or implied, with 

a network organization, which pre- | EFFECTIVE BUYING INCOME 
vents or hinders another station | 74’, concentrated in 
serving a _ substantially different | 0 Western Washington 
area from broadcasting any Pro- | 

gram of the network organization”. | RETAIL SALES 


AFA District Meeting 


Planned in Dallas 


Members of the Tenth District of | 
the Advertising Federation of | 
America will hold a wartime con-| 
ference and directors’ meeting in) 
Dallas Sept. 13-14. 

Joe M. Dawson, New York, AFA 
president, will be principal speaker | 
and honor guest at the district par- 
ley. New officers and directors will 
be elected for the ensuing year. 
Rowland Broiles is district governor. | 


7 | y concentrated in 
0 Western Washington 
INDUSTRIAL PAYROLL 


86 concentrated in 
O Western Washington 


Washington’s 
Second Market 


Concentration Counts Most! 


In Washington State, the people . . . the business... ‘ 


the money are all concentrated west of the towering 


} 
Servel Promotes Newcomb | 


Harry Newcomb, formerly vice- 
president in charge of the company’s 
electric refrigeration and gas water 
heater divisions, has been appointed 
vice-president and assistant to the 
president of Servel, Inc., Evansville, 


pre Cascades. Here, on the shores of Puget Sound, is the 


real center of the state’s activity. Here, too, is Tacoma 
. . » Washington’s Second Market. . . an area demand- 
ing complete, selective, CONCENTRATED coverage. 
Tacoma is a “must” on your media list if you hope to do 
an effective job in Washington's “70°/,-Plus” region. 


(Figures compiled from Sales Management 1943 Survey 
Number and Washington State Dept. Labor & Industries) 


™Nows Tribune > 


TACOMA, WASHINGTON 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily— 
each copy read by many, and 
passed on from shift to shift— 
each copy working 24 hours dally 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


0 PR a 


The Tacoma News Tribune to- 
day leads Tacoma’s second 
paper by 50°.,—delivers more 
than 55,000 copies daily in 

Washington's Second Market. 
This truly concentrated cover- 
age is yours at a milline of 
only $2.19—$1.92 for the op- 
tional evening and Sunday 
combination. 


* *& THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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$110,000 Drive to 
Tell War Story 
of Lowly Donut 


Heavy Demand Pushes 
Year's Sales to 
$210 Million Total 


By IRVING GENATT 
New York, Sept. 8.—In an ambi- 
tious advertising program, the most 
intensive it has used in scope and 


expenditure for a_ three-month 
period, the Doughnut Corporation 
of America will tell America al! 
about the cake - with - the - hole, 
otherwise known as the _ lowly 
donut. 


has a competitof with 
better advertising” o° 


|ture some 


Tying in with the 15th annual 


company will devote a good part 


| of its $110,000 advertising appropri- | 
| ation 


to colored action comics, 
which will take in the Metropolitan 
Comics Group and Puck—the Comic 
Weekly, 
lation of 20,400,000 families. Five 
advertisements of one-third page in 
full color will appear during Sep- 
tember, October and November. 

In addition, a black-and-white 
full-page insertic: will appear in 
Life Oct. 11 ane in two colors in 
Woman’s Home ( ompanion in Octo- 
ber. In all, 76% of the nation’s 
families will be covered by the 
comics and magazine media, with 
the readership of all advertisements 
said to be about 187,000,000. 


Use Story Plots 


The advertisements will 
than follow the popular 
style and will have a smart snap 
and dash of their own. Each ad- 
vertisement will have an interesting 
story plot dramatizing the Donuteer, 
a new appellation given to Red 
Cross workers who man Clubmo- 
biles which contain donut machines, 
and are always ready to dish out 
fresh donuts and coffee wherever 
| Aanerieae doughboys may be. 

A typical advertisement, 
“Enemy Surrenders to Donuteers, 
is taken from an actual incident 
| which occurred 
front. It depicts a couple of Italian 
| prisoners surrendering to two pretty 
|Donuteers. Not knowing what to 
'do with the prisoners, the girls put 


more 


| them to work making donuts. 


All the advertisements will fea- 
incidents involving do- 


nuts on the home front and have 


; ,a special 
October donut month program, the | 


reaching a combined circu- | 


comics | 


"lis 


on the Tunisian | 


panel giving a graphic 
story on what a donut 
contains. In addition, each adver- 
tisement, by means of a _ return 
coupon, will offer a free book titled 
“Nourish-Meter,” telling how to get 
ul the basic food elements, in the 
‘ight balance, out of one’s favorite 
foods. 


nutritional 


Posters Are Offered 


Wholesale bakers and house-to- 
10use bakers will be offered posters 
yromoting donut week, at the same 
ime urging readers to make con- 
ributions to the National Wa 
fund. Each of the posters feature: 
1 tie-up with the three basic pub- 
licity themes and consumer adver- 
tising. 

In 1937 the Doughnut Corpora- 
tion of America launched its first 
national advertising campaign 
through Maxon, Inc., 
full-page color insertions in The 
American Weekly and The Satur- 
day Evening Post, supplemented by 
smaller black-and-white space in 
Sunday newspapers in 15 cities. At 
that time a seal of approval was 
designed for use on packages and 
in displays, and this is the same 
“Tested Quality Seal’’ used today. 

Today, as then, Doughnut Cor- 


| poration of America is not a manu- 
titled 


facturer of the finished product, but 
a producer of flour mix and 
manufacturer of a doughnut cutting 
machine. The two brands of flow 
mix are Mayflower and Downyflake. 


when it used | 


Phenomenal growth of the donut | 


business, from a two million dollar 
per year turnover about 20 years 


ago, to an expected $210,000,000 this | 


year, is attributed by a spokesman 
‘or the company to the installation 
f donut machines in strategn 


TRADITIONALLY PREFERRED FOR PRECISION PRINTING PRODUCTION 


Dependability is a characteristic universally 
admired whether in men or materials. 
example, the old-time Northwest “Mountie™ 
carried on against all handicaps and made 
good if humanly possible. Similarly, North- 
west Printing Papers make good in spite of all 


the vicissitudes of the printing process. : 


AE ee EP . - 


For 


a a 


Planned and calculated to possess all features 
needful for smoothing the printers’ path, the 
buyer of printing shares and benefits by the 
economies, speed and perfection of results. 
Over the years, the undeviating quality in all 
Northwest papers has won and held a host 


of friends in the graphic arts industry. 


victory Yer Qyalily ? PERS 


tuS NORTHWEST 


et ty 
ty 
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PAPER COMPANY 


CLOQGOUET,. Mit NX. 
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FOR DOUGHBOYS 


’ cau our THE a ee 


Whe —* 


Action comics, as above, in the Metro- 
politan Comics Group and Puck—The 
Comic Weekly, will tell the story of 
donuts on the home front and the battle 
front, as part of a heavy advertising 
campaign instituted by Doughnut Corp. 
of America beginning in September and 
running through November. Grey Adver- 
tising Agency, New York, handles the 
account. 


localities where the public can see 
the actual mixing and making o. 
the donuts. In 1920, about 20 ma- 
chines placed in windows started 
the donuts really rolling, although 
in 1918, literally ‘under fire,” the 
modern donut was born. Returning 


doughboys demanded, and got, their | 
the little | 


donuts, and this love for 
round-cake-with-the-hole 
tremendous influence on 
throughout America. 


Machines Are Busy 


At the present time the company 
has about 10,000 machines in all 


had a 
its sales | 


| parts of the United States making 


donuts by the millions, while donut 
machines for the armed forces are 


being shipped to all parts of the) 


world, wherever 
boys go. 

At the time ADVERTISING AGE was 
interviewing an executive of the 
Doughnut Corporation an order was 


American dough- 


received for a donut machine and} 


flour mix from the island of Attu, 
recently captured by American 
troops. 

Insofar as the civNian is con- 


| cerned, donut machines are a , 
| time casualty. 


However, the « 
pany is able to maintain exj 
machines by a fairly high priori: 
replacement parts for repairs. 
sides furnishing the military th 
machines, defense plants mak 
heavy demands on the comp 
limited production, since «dd 
and coffee play an important 
as between-meal snacks for de. 
fense workers. 

Hundreds of Clubmobiles a) 
service in all parts of the wor] 
Donut machines are built into these 
Clubmobiles at the company’s ; 
in Ellicott City, Md., where crews 
are given preliminary training {o) 
overseas service, while some Clyb- 
mobile girls are trained abroad e 
company operates another ge 
plant in Oakland, Cal. 

An interesting sidelight in donut 
making to those who think in terms 
of procuring products, supplies and 
machinery, is given by the difficy]- 
ties involved by donuteers working 
if 


in North Africa, where getting plaj 


water posed a major problem. 

The 1943 donut has come a long 
way since the Salvation Army 
lassies did the honors in World Wa; 
I, even though it still retains its 
| original shape. The donut of 1943 
lis richer in nutrition and in vital 
vitamins; it is lighter and more 
digestible, and is better tasting, it 
makers say. 

Donut making, too, has kept pace 
with the mechanization of modern 
warfare. Today’s donut is made 


entirely automatically. In the Club- 
|mobile it is powered by any field 
mobile equipment or installations, 


even on isolated, hill-top battle 
| positions. 
For some time the company’s 


production of flour mix has beer 


cut by about 40% due to the tight 
sugar situation, aggravated by 
shortages of shortening and the 


critical corn situation. 

The over-all advertising and pub- 
licity campaign has been boiled 
down to three major objectives: To 
make sure that donuts get thei: 
rightful share of the increased de- 
mand that is definitely in the offing 
—playing an important part in 
America’s menu of tomorrow; to 
acquaint the consumer with all the 
|facts about the goodness of donuts: 
and to bring to the attention of all 
| America the part donuts are play- 
ing in the war effort. 

Grey Advertising Agency handles 
‘the account. 


< AKRON | 


AND SUMMIT COUNTY 


SELL 


| 


YOU" NEED 


AKRON BEACON JOURNAL 


COVERAGE 


Akron is the Rubber Capital of the World with 


a yearly pay roll of $324,000,000. 
workers make up this important, 


market. 


fact 


FROM ~ MARCH 


COUNTY 
31, 1! 


1943 


Its 127,000 
free-spending 


They depend on their only Daily and 
Sunday Newspaper to form their buying habits 
You can REACH and SELL them ONLY through 
the AKRON BEACON JOURNAL. 


ABOUT AKRON AND SUMMIT 


NEWSPAPER COVERAGE 
“ABC AUDIT REPORTS 


Coverage Seed on 1943 estimated number 
of Summit County families . . . (105,263) 


AKRON BEACON JOURNAL SUMMIT COUNTY 


DAILY CIRCULATION . 
DAILY COVERAGE ....... 
SUNDAY CIRCULATION ...... shaban 


SUNDAY COVERAGE 


CLAIMING SUMMIT 
DAILY SUMMIT COUNTY C 


SUNDAY SUMMIT COUNTY 


CLEVELAND MORNING NEWSPAPER 


DAILY SUMMIT COUNTY COVERAGE............cccscceseeeeeees 12% 
SUNDAY SUMMIT COUNTY COVERAGE... 


jones evbeieseaedesepacexixees CE 


eee eeee CCR eee 


Oe 


COUNTY COVERAGE 


es U , e 12,661 
CIRCULATION...... 10,958 
ecsenceseseess 10% 


AKRON BEACON JOURNAL 


REPRESENTED BY: STORY, BROOKS G FINLEY 
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Canadian Groups 


Unite for Biggest of Canada Radio Facilities Ltd., 
Community Appeal | has made available to 14 campaigns 


|an electrical transcription record of 
(Picture on Page 63) |10 spot announcements for use on 
-awa, Ont. Sept. 9.—More than | local stations. Already the cam- 
a ainiaeal welfare and social | Paigns are assured mid-September 
om agencies across Canada will | M@Ssases on such top-ranking pro- 
this month in the largest | grams as Bing Crosby, Edgar Ber- 
‘nated community chest cam- | 8 _and_ Charlie McCarthy, the 
ne eaaed ta Caneds. More | 4!drich Family, Alan Young, the 
20 leading Canadian cities will mee ne and Mart Kenny. 
chest or united collection| “<8@ims magazines and news- 
ympaigns with a total objective of papers are carrying editorials or 
$5,000,000. 


days of individual appeals and the 


munity Chest campaign. 


U 
400 


« 


da 


well-organized, streamlined Com- | 


In the field of radio, Burt Hall | 


promoting the Community Chest 
idea, and business papers and house 
organs are being actively enlisted 
in the campaign for the first time. 


Form Olmsted & Foley 


Olmsted & Foley, a new agency, 
has been formed as a partnership 
by Ward J. Olmsted, president of 
Olmsted-Hewitt, Inc., and John T. 
Foley, who has been with the Olm- 
sted - Hewitt agency since 1936. 
The new organization will continue 
at the headquarters of the old 
agency, 1200 Second Ave., S., Min- 


|articles in their September issues | neapolis. 


Morrisey Appointed 

Richard C. Morrisey, with the 
sales staff of the New York Sub- 
ways Advertising Company for 14 
years, has been appointed western 
sales manager, with headquarters 
at 410 N. Michigan Ave., Chicago. 


Two Stations Join CBS 


Station KTBC, Austin, Tex., has 
joined the Columbia network as a 
member of the special supplemen- 
tary group of outlets and WGAU, 
Athens, Ga., will soon become a 
member of the network as a bonus 
station. 
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Bogert to ‘Chronicle’ 


Elliott V. Bogert, formerly with 
This Week Magazine, and for the 
past year San Francisco district 
information officer of OPA, has 
resigned his government post to 
join the national advertising staff 
of the San Francisco Chronicle. 


Baron Names Best 


H. Baron & Co., Linden, N. J., 
manufacturer of syrups and pre- 
serves, has appointed Frank Best & 
Co., New York, to handle its adver- 
tising. A campaign in_ business 
papers will be used. 


‘Theme of the campaign this year 
be the slogan “Worth Fighting 
Worth Giving for.” This was 
ied upon last April by a spe- 
eommittee of Community Chest 

‘vision of the Canadian Welfare 

Cou neil. Ernest Sampson, Toronto 

t. created and donated to the 

il the national poster design 

which will appear this month on 

-eyeral hundred posters, thousands 

¢ window cards, and street car | 

ards in the cities which will con- | 
duct fall chest campaigns. Starting 
time for most of the drives is Sept. 

%). The date was advanced again 

this year in Canada to make way | 

for the 5th Victory Loan drive | 
which gets under way in October. 

Development of a national pro- 

sram of support and publicity for 

ommunity chest drives in Canada | 
grown rapidly since 1939. 

Today every medium is used and to 

quote a report shortly to be issued | 

n the monthly magazine, “Cana- 

dian Welfare,” “to a greater degree 

than is realized, private social work 
ind the campaigns which finance 
it are dependent on skilled pub- 
licity to interpret the ideas for 
which they stand. To present social 
work as an important, interesting 
ind vital factor in our community 
and national life, every avenue has 
to be explored—pictures and words, 
both written and spoken.” | | 

The basic poster design and 

slogan have been incorporated in 

a two-minute trailer, “Combined | 

Operations,” to be used in 15 cities. | 

It is an animated cartoon which | 

tells a convincing story of the con-| | 

trast between the horse-and-buggy | § 


ir 


Wd Weed 


é i: % y 
é W) t Four 
*) 4 Copies of 
Al That = 

j | 2 .. 

>. Layout > it 

Accurate photo-copies of layouts ond fi 
sketches, exact size, made in a jiffy t 
with A-PE-CO, speed up composition ? 
and plate work. It's fast — lowest in ' 
tost—reproduces tones. Provides mul- . 
le copies for simultaneous attention. f 
i 

t 


Non-Fading Photo-Copies 
of letters © documents 
e records © blueprints 
e pictures ¢ drawings 
size copies of anything up to 18”x 22”. 
ted as legal evidence. Eliminates steno- 
s, tracing, proof-reading. Photo-copies 
from blueprints, graphs, tracings, tele- 
receipts, shop orders—anything writ- 
rinted, drawn, photographed. Endless 
r A-PE-CO. Needed by a// departments. 
vings. Thousands in satisfactory use. 


My ERGs . 
the 3 Coast Markets 


——-~ 


Why the Pac 


sa 


ific Coast’s “BIG 3” 
‘Rates an “A-SCHEDULE” 


“The WEST COAST will 


RETAIN 


RS ‘industrial development a 
"squeezed into 2 Yi EARS f 4 


STABILIZED BIG PAYROLLS — 
_ Insure Steady POST-War 


For full details on Pacific Coast Markets, call 


RODNEY E. BOONE ORGANIZATION 


THE BIG THREE 


‘o Camera —No Film — Easy to Use 

e, fast. No focusing. Conserves man- 

Any office employee quickly becomes 

Low cost per copy, lowest investment 
lipment. Saves other equipment. Put 
CO on any available desk or table. Im- 
te delivery. Representatives in principal 
and Canada. Write for A-PE-CO folder. 


AMERICAN PHOTOCOPY EQUIPMENT CO. 
249 N. Clark St. Dept. GA-9, Chicago 14, Minois 


a Fight wiTH WAR BONDs | 


| every evidence that the West with its commensurate stabilized 
Coast will be a big market after the 
war as well as currently. Witness the 
two big steel mills that are now under 
operation. The large-scale manufacture 
of magnesium. Of aluminum. Such new 
and permanent industries —50 years of 
development crammed into 2 years— 
are helping to make the Pacific Coast's 
huge new population a stabilized one 
(all these facts bear stamp of author- 
ity!) Such a stabilized population, 


big payrolls, is a natural as an “A- 
Schedule” market, both now and after 
the war! And, as the records of success- 
ful advertisers prove, the effective, eco- 
nomical way to cover the three Pacific 
Coast markets, is to use “The Big 3”...the 
combined Sunday circulations of 3 out- 
standing Coast newspapers thoroughly 
blanketing this rich, wide-flung area. 
When folks pay 15¢ for a newspaper, 
it gets an intensive type of readership. 


and “THE BIG 3” reaches | OUT OF EVERY 2 


of these West Coast families!...In 1-2-3 or 4 colors at preferential group rates! 


Pacific Coast Coverage 
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Schnell Joins Christian 


Eugene A. Schnell, formerly pic- | 
ture supervisor of the San Fran-| 
cisco Examiner, has joined J. D. 
Christian, San Francisco engineer- 
ing firm, as advertising manager. 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Takes Larger Space CED Issues New Book on 
Goldma & Gross, Chicago} j 
. me a cago | Planning Postwar Jobs products already in our line? 


agency, has moved to larger quar- | ; ; , - 
ters at 540 N. Michigan Ave. To intensify postwar planning; 2. How should we project and 
work this fall, the Committee for|gear up our advertising and mer- 

|Economic Development has pub-j|chandising to create _ profitable 
|lished for general distribution its | markets for our maximum postwar 
| basic suggestions in a 32-page book | production? 
| titled, “Plan Postwar Jobs—Now,”!| 3. To what extent should we in- 
copies of which may be Obtained clude in our planning changes in 
'from the Field Development Divi-| selling methods which may be 
|sion, Department of Commerce | essential to meet probable changes 
| building, Washington, D. C. |in markets, products, consumer 
| The foreword explains that the | buying habits, etc. 
|handbook describes national post-| 4. How should we plan to re- 
|war goals and approaches to be| establish enough dealers to give us 
|'used by individual companies in| proper distribution? (For compa- 
| planning to reach such goals. nies which have suffered or will 

In the section, “Quiz for Execu- suffer heavy dealer mortality.) 
tives,” problems concerning adver-| 5. What plans should we be 
tising plans are presented in ques- using now to improve the good will 
tion form, thus: of our dealers? 

1. What investigation do we need 


|\for new products we could add to 
our line, or of new markets for 


—. 


—— 


unique story of reader response. 


6. What should we be doing to| plants and personnel 
to make now of profitable markets| keep our trademarks and brand | questions detailed in the handbook. 


names alive in the consciousness of | But it asserts that without adc 
consumers and dealers, by advertis- | promotion, through intelligen 


ing and other means? 
7. Toward what other function 
should our advertising be directed 


| during the war? 


8. Should we consider new or 
| different channels of distribution 
for our products? 

9. Should we consider installing 
a marketing research department 
to assist us in coping with our 
bara problems? 

10. To what extent are we main- 
contacts 


itaining the necessary 
abroad (where possible) and with 
|government to assure having the 
| best available information on ques- 
\tions concerning tariffs and foreign 
'trade policies so that we shall stand 


\the best chance of securing our | 


| share of participation in world mar- 
|kets after the war? 

The text points out that the post- 
war period will be one of great 
/opportunity for a company which 
|has planned and prepared to grasp 
| that opportunity. In that planning, 
|it emphasizes, consideration must 


| 


| 
| 


| 


aa 


| See i 
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late 

vertising and merchandising, os 
cannot be an expanded econo: y ,¢ 
the scope required, no matte; oe 
ingenuity is applied to pro ‘yc. 
and processes. , 

* * & 

Orders for certain staple :om, 
for postwar delivery on an “| 4, 
and when” basis are being )) aco; 
by important chain and other arg, 
scale distribution outlets, according 
to Chain Store Age for September 
Among lines for which substntigj 
orders have been placed, 0, {o, 
which buyers are ready to nal, 
commitments, are aluminumoar, 
enamelware, kitchenware, ard. 
ware, electrical accessories, « ya. 
riety of household goods, ang 
various notions now unobtainable 
These outlets are also interested iy, 
some staple soft goods, particularly 
where new sources of supply are 
involved. One variety chain has 
contracted with a manufacturer oj 
towels whose line heretofore has 
been sold through other channels. 
Where prices are stipulated, they 


|be given to products, processes, 


involved in 


ih 


i 


FOR LESS THAN 
YOU THINK 


POSSIBLE 


| 
| 


are made subject to certain factor; 
enumerated in the order. Wher 
not specified, provision is made for 
calculating prices on basis of con- 
ditions prevailing at time of ship. 
ment, with reservations to protect 
both buyer and seller against un- 
foreseen contingencies. 

aK * Kk 


Further reduction of smoke after 
the war is the objective of a ney 
campaign now being formulated by 
the Smoke Prevention Association 
of America. 


* * * 
Members of Serta Associates 
Inc., Chicago, a group of mattres 
manufacturers, have adopted 


resolution whereby “upon conclu- 
sion of their services in the armed 
forces, every man or woman for- 
merly employed by a Serta factory, 
whose job was vacated because of 
enlistment or draft, shall have his 
or her former job... if physically; 
and mentally able to resume his o; 
her duties when discharged from 
the service.” 
oo * * 

The American Merchant Marine 
conference to be held in the Wal- 
dorf-Astoria Hotel, New York, Oct 
14-15, will give major attention to 
planning the transition of American 
shipbuilding and shipping from war 
to peace. 


* * * 


As part of its program of prepa- 
ration for the postwar market 
Eureka Vacuum Cleaner Company, 
Detroit, has restored O. H. Gold- 
berg, director of industrial 
personnel relations, to his previou 
position as merchandise manage! 
He will soon make a survey of the 
West Coast in connection with post- 
war plans. 


ind 


. | 


* ok ye 


| Pratt & Lambert, Inc., Buffalo 
| paint manufacturer, has appointed 
a special planning committee to 
chart postwar operations of the 
company. Granville M. Brei: 

is chairman. 
* 


* * 


Some 63% of a representative list 
of manufacturers surveyed by th 
National Industrial Conferen 
Board have reached fairly definit 
| conclusions concerning the dis} 
| tion of newly created war plan 
| facilities, including private 
government owned. Two out of 
every three expect to make us 
| the facilities after the war. 

* *x 


| Pointing out the peculiarities of 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVE! 


The Register is rated* t'» 
7th test market in the U. 
—Z2nd in New England. Wii" 
@ minimum cost you reac 
urban and suburban popule 
tion. 


“Independent Survey of Providence Bulle!” 


advert sing Ai 
en chine 
erations hit 
evs, | ational 
ee sociatic 
- _ “Ren 
: als for | 
under the pres 
Ur relief 
ndustry allow 
rest ves to Cc 
nevitable pos 
unit will be 
storm, the ass 
ores ional act 
est lish the f 

“| Renegot 
prot ts before 
don 1. 

9 The ex 
pany’s produc 
war effort s| 
consideration 
mount of th 
to be recover' 
through rene; 

“3 Compa! 
urated their 
reason of the 
should be pe 
of their earnit 
cary to main 
the industries 
‘nines alread, 


the engineeril 
9 new develo 
hose new < 
the stages of 
ion for use. 
“an the Ar 
builders mail 
restore their 
yostwar worl 


Radical ch 
nethods afte 
ns result of 
elopment o 
g” system | 
sed by the ¢ 
ressure fog 
wuenching e 
allon from 1 
juction in é 
and resultin; 
Jean Mfg. Ce 
jivision of 
‘orporation, 
em, is launt 
ising campé 
the syst 
road list of 
ess publica 
val governir 
ind fire ii 
vill be used. 
: Dorrance, 


If the na 
ostwar yea 
ion dollars 
ith busines 
ers are for 
lenty of tr 
livide inas' 
assenger tl 
ie nationa 
Junn, edito 
Advertising 
ntly. In 
ads get t 
rom this ‘ 
nuch the | 
ears for 
roving thei 
e declared 


: 
a 
RRR 
F , a ( 4 %, * ia a 
iy ING oe 
fered ' OV : 
0 tee 
> WES NG 
b " en | | 
; gs ah x0 yoo | 
A gOne iy | | 
| nee net gil | | 
oa » a Q Qo. a | 
a fe t oes | 
5 , NE | 
\ vw we, OU Ge 
a a 3 
a & , Bt ~ 8 6 
7 e oot a he 
a , ee a 
? < % .S 
a 1 — q Co ove 
<s ; s. 4 4 m\\ (c * an ip) 
: Ptr.’ ik > | | 
ri; 2 . x ye | = 
— » me. sae N f FOR ™N = 
; a | 7 ; | coon 
3 — ee oe = 
pe als “4 0 e } \\ 7 ne 
hier \ ow +g The New Hf 2 antcte 
_— \ a Fol ae : 418 


machine tool industry, whose 
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indirectly provide their share of 


‘Leatherneck,’ Marine 
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‘La Choy Starts New Christmas Cards Aid 


wi ons hit both peaks and val- | employment. - : ; : Y 
pers ‘tional Machine Tool Build- . * * Publication, Redesigned Packing Setup (Canada's Stamp Drive 
ot sociation has published - a Immediate postwar planning by The Leatherneck, established in| La Choy Food Products, Inc., na-| The stationery, gift and book 
- “Renegotiation,” in which American business groups with | 1917 by the enlisted personnel of the | tion-wide distributor of a line of| trade of Canada will be aided in its 
+ appeals for relief for the industry similar groups from other countries | marine base at Quantico, Va., will|Chinese foods until March, 1942,|November-December drive for 
vader the present renegotiation law. | with common interests is advocated | he published in a new format start-| when WPB placed the products on|$1,600,000 sales of war savings 
Unl relief is granted and the by Eric A. Johnson, president,|ing with the December issue. The|the non-essential list, has completed|stamps by a government publicity 
dustry allowed to establish needed | Cnamber of Commerce of the United | new publication, which will be 10x-|a new plant at Archbold, O., where|campaign having the theme “Send 
reserves to carry it through the | States, just returned from England.|13 jnches, printed in rotogravure,|the company will pack fruit and|war savings Christmas cards—they 
nev table postwar “valley,” many | According to Mr. Johnson there is | will be restyled editorially to fit the | vegetable products for the duration|are free.” Christmas card holders 
ynits will be unable to weather the|very little postwar planning in| Marine Corps of today, with better | of the war. 'for stamps will be supplied free to 
sto! ., the association asserts. Con- | England today. He feels that Great | nicture coverage, more emphasis on Equipment for packing the com-/|the trade, with designs donated by 
ores ional action is suggested to | Britain will emerge from the war | technical articles and direct battle|pany’s former items has been in-/|the greeting card industry. 
estavlish the +r tg ogy , = ee uate aaa’ eareana (ee fates 4 from all the cae | eee — production will be re-| —____— 
“| Renegotiation on the basis 0 n ever e an r Marine Corps bases. The redesigned|sumed when containers are again P 
profits before taxes should be aban- | strength in world trade. publication will be issued monthly. | available for the Chinese specialties. | Logan to Graham-Paige 
joned. at cnisangtienenaaten O’Mara & Crmnsbes has been ap-_ | Glen L. Logan, formerly asso- 
“) The extent to which a com- P ointed national representative. . ciated with Packard Motor Car 
pany’s product is expendable in the McNally in New Post » P ‘Joins Rodney Boone \ Conmanetr Sa aaah te tae ee 
war effort shou e taken in J. A. McNally has resigned as ex- . s | Reuel W. Eldredge, formerly edi-|eral sales manager, has been ap- 
consideration in determining the| ecutive vice-president and director Kirkpatrick Promoted |tor of New England Grocery and | pointed assistant sales manager of 
amount of the company’s earnings} of Albert P. Hill Company, Pitts-| M. Glen Kirkpatrick, for more| Market Magazine, Boston, with|Graham-Paige Motors Corporation. 
to be recovered by the government] burgh, to join Ketchum, MacLeod|than 20 years associate editor of | which he has been associated since | Detroit. His duties will include 
through renegotiation. & Grove of the same city. Mr. Mc-| Farm Journal and Farmer’s Wife,| 1936, has joined the New England | future plans for the company’s post- 
“3. Companies which have sat-| Nally had been connected with the| Philadelphia, has been promoted — of the Rodney E. Boone Or-}| war and peacetime expansion pro- 
yrated their postwar markets by| Hill agency for 18 years. managing editor. ganization. | gram, 
reason of their wartime production 
should be permitted to retain out 
of their earnings the reserves neces- 
sary to maintain their service to 
the industries dependent upon ma- |, —_ 
chines already installed, to finance | 
the engineering research that leads 
to new developments, and to finance 
those new developments through |} 
the stages of experiment to produc- 
tion for use. Only by this means i 
can the American machine tool 
builders maintain employment and b 
restore their market position in the |, ; 
postwar world.” ay 
* * oe 
Radical changes in fire fighting 
nethods after the war are predicted 


ns result of introduction and de-| 
velopment of the “high pressure} 
fog” system now being successfully | 
used by the armed forces. The high | 
pressure fog multiplies the fire 

nuenching efficiency of water per | 

gallon from 10 to 35 times, with re- |§ 
Huction in amount of water used |j 
pnd resulting damages. The John || 
Bean Mfg. Company, Lansing, Mich., |§ 
Hivision of the Food Machinery |} 
Corporation, originator of the sys-|9 
tem, is launching a national adver- | 

tising campaign to extend the use| 

of the system after the war. A 

broad list of farm papers and busi- | 
ness publications reaching munici- | 
al governments, fire departments, 


ind fire insurance organizations | 

will be used. Brooke, Smith, French 

& Dorrance, Detroit, is the agency. |j 
Oo * * 

If the national income in the |— 


bostwar years is one hundred bil- | 
ion dollars or more annually, as | 
both business and government plan- | 
hers are forecasting, there will be 

lenty of traffic for the railroads to 

tivide inasmuch as freight and 

passenger traffic is determined by | 
ie national income, Samuel O. | 
Dunn, editor, Railway Age, told the 
Advertising Club of St. Louis re- | 
ently. In that event, and if the 
ads get their share of earnings | 
m this traffic, they will make 

uch the largest expenditures in | 
ars for rehabilitating and im- | 
oving their properties and service, § 
e declared, and will directly and | 
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World Ports magazine will publish 
its Association of American Port 
thorities convention number No- 
nber 1. This will be the new, en- 
ged, editorially unique edition, offer- 
z you most effective coverage of 
000 port authorities, port terminal 
erators, terminal engineering com- 
nies, stevedoring companies, dredg- 
& companies, tug boat companies, 
amship lines, shippers, exporters, 
ght forwarders, and users of coastal 
| inland waterways. For complete 
tails or reservation of space, write 


VORLD PORTS | 


Association of Americon Port 

Authorities Official Organ 
418 SOUTH MARKET STREET | 

CHICAGO 7, ILLINOIS 


WORLD‘’S LARGEST MOUNTERS AND FINISHERS OF 


ARVEY CORPORATION 


CARDBOARD ADVERTISING DISPLAYS SINCE 1905 
DETROIT JERSEY CITY 
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New Distribution 
Company Started 
by L. P. Courshon 


New York, Sept. 8.—Formation of 
the L. P. Courshon Company, prod- 
uct management organization for 
war and postwar distribution of 
new and established products in the 
food, drug and liquor fields, was 
announced today by Louis P. Cour- 
shon, with offices at 250 Park Ave. 

The organization will be of an 
entirely new type, the only one of 
its kind in America, according to 
Mr. Courshon. In addition to act- 
ing as selling agent for many lines 
of products, the Courshon organiza- 
tion is prepared to undertake com- 
plete advertising, promotion and 
distribution, on a nationwide basis, 
for products which heretofore have 
been limited to local sales volume, 
or whose distribution has been on 
a sectional basis up to now. 

A staff of Courshon sales repre- 
sentatives, each operating his own 
branch office and traveling his own 
sales force, is already located in 
important trading areas from coast 
to coast. This sales force, already 
numbering 14 men to date, main- 
tains close relations with retailers 
and distributors in the food, drug 
and liquor fields. The field men 
representing the Courshon organi- 
zation are located in Atlanta, Chi- 
cago, Denver, Kansas City, Los An- 


geles, New Orleans, Louisville, St. 
Paul, New York and Dallas. 

Although Mr. Courshon is not yet 
prepared to reveal the products he 
has already agreed to represent, he 
indicated that his list would include 
a diaper rash remedy for babies, a 
full line of flavoring products for 
alcoholic beverages and soft drinks, 
a full line of cosmetics, a_ well 
known gray hair restorer, a prepa- 
ration to induce sleep, a soybean 
food product, and several products 
derived from cocoanuts, in addition 
to a number of products in the wine 
and liquor field, some of which are 
already nationally distributed. 

Mr. Courshon is a well known 
sales executive. He was formerly 
open states sales manager of Ben 
Burk. When Ben Burk was bought 
by American Distilling Corporation, 
Mr. Courshon joined the latter com- 
pany in an executive capacity, re- 
maining until the founding of his 
own organization. 

Mr. Courshon also announced 
that effective this week, Hill Ad- 
vertising, New York, has taken over 
national advertising in all media for 
all products handled by the Cour- 
shon company. The Hill organiza- 
tion, formed recently, is headed by 
Weston, Hill. 


Midwest Group to Meet: 


The fall meeting of the Midwest 
Newspaper Advertising Managers 
Association will be held Sept. “19-20 
at Hotel President, Kansas City, Mo. 


August Issues of 
Business Papers 
Show 30% Gain 


Chicago, Sept. 8.—With the class 
group leading the list and all divi- 
sions sharing in the advance, busi- 
ness papers last month carried 
29.84% more advertising than in 
August, 1942, issues, according to 
figures compiled this week by 
Industrial Marketing. Total volume 
for the first eight months is 24.76% 
ahead of the comparable *42 period 
for the 154 publications represented. 

Fourteen publications in the class 
group posted a 31.92% gain in 
August issues, boosting their ad- 
vance for the year to date to 16.84%. 

The 101 industrial papers carried 
29.75% more advertising than in 
August issues of a year ago, and are 
26.98% ahead for the eight-month 
period. In the trade group, 29 
papers reported an _ increase of 
28.82% for August and a 15.39% 
advance for the eight-month period. 
Ten papers in the export field, a 
new grouping in the compilation, 
carried 31.67% more advertising 
than in August, 1942, issues and are 


25.73% ahead for the eight-month 
period. 
Breen Joins Hillman 

Marie E. Breen has joined the 
eastern sales staff of Hillman 
Periodicals, Inc., New York. 
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Ix publishing, as in manufacturing, 
exactness is all-important. 
with so much competition for atten- 
tion, the tools of selling must be keen 


. . the message direct . . . the 


coverage precise. 


The Haire Publications have always 


been “Precision” 
specialized editorially- 


type of reader only 


specialists in definite markets. 


This definite 


publishing policy assures results with- 


out waste 
coverage 


“Bombsight Accuracy 


Here’s why each 


has earned recognized leadership in 


the field it serves: 


1, It is directed to one market and one 


market only. 


HAIRE BUSINESS 


a170 vidarts’ 


Papers - 


individualized 


and long 


guarantees selective 
where it’s wanted . 


* to advertising. 


Haire 


alization 


erage. 


Today, 
It is edited 


3. 


serve, 


2. Eliminates uninterested, ineffectual cov- 


by specialized experts — 


intimately familiar with the field they 


It represents the refined knowledge and 


skill of a publishing company whose 
broad-scale editorial contacts with the 


highly 


covering one 


tising agency 


space-buying problems for the 


entire market afford basic direction to 
each specialized part of it. 


This singleness of purpose simplifies 


adver- 


assures adver- 


tisers a direct-line contact with their 


established 


market. 
.. brings 


prime markets. Whenever you specify 
a “Haire Business Publication”, you 


get precision coverage of a specialized 


AVIATION EQUIPMENT 


LINENS & DOMESTICS 


Publication 


FASHION ACCESSORIES 


DECORATIVE FURNISHER 


HOUSE FURNISHING REVIEW 


NOTION & NOVELTY REVIEW 
LUGGAGE & LEATHER GOODS 


CROCKERY 
INFANTS’ 


CORSET & UNDERWEAR REVIEW 


PUBLICATIONS 


& CHILDREN'S WEAR 
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Minimize FUTURE cost of 
unpreparedness by advertis- 
ing NOW in MacRae’s Blue 
3500 pages of vital, accurate 
MacRae’s 


For Advertising Rates Write 


MagRadtsitmehoa 


A DIRECTORY OF AMERICAN INDUSTRY 
Used Continually in 55,000 Buying Offices 
18 E. HURON STREET 
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Opening the fall campaign of W. L. 

Douglas Shoe Co. is this copy appearing 

in service men's publications to announce 

a contest offering war bond prizes for 

expressions on the shoe styles men will 

want after the war, with reasons for 
their choice. 


Douglas Contest 
Seeks Postwar 
Shoe StyleIdeas | 


Boston, Sept. 7.—W. L. Douglas 
Shoe Company is swinging into an 
expanded campaign in Marine, 
Army, Navy and air force publica- | 

| 
| 


tions this fall to find out what kind | 
if shoe styles men in the service 
will want when the day comes for 
hanging back from Gls to civilian | 
footwear. 

Full pages in Army _ Times, 
Leatherneck, Our Navy and Sky- 
vays, scheduled to appear from now 
through December, will announce a 
contest for service men only to vote 
for the kind of shoe style they will 
want after the war, and reasons 
for their choice. Prizes of $500, 
$250, $100 and 10 $25 war bonds 
are offered. 

“The decision to increase 
advertising budget for this 
said C. E. Parker, 
using manager, 
of our 


our | 
fall,” 
Douglas adver- | 
“came as a result 
postwar planning commit- 
tees, which have been meeting for 
many months. If response from 
this advertising contest is success- 
ful this fall, W. L. Douglas looks | 
forward to expanding this adver- | 
lising theme next year to various 
media to reach war workers and | 
other civilians.” 

Advertisements in the series will | 
show six basic shoe styles with a | 
seventh in outline only and ques- | 
tion-marked. Service men are in- 
vited to mark their preference of 
ene of the six illustrated styles, 
explaining why in 50 words or less, | 
r they may send in their style | 
ideas for the kind of shoe they | 
would like Douglas to have ready 


‘ 


for them. The contest is open to 


with Economy 


with ready-made receptire 
audience. 


. with popular appeal cia 
triotic themes; e. Com ae 
Insignia: Civilian Defense: 
Airplane, Nacal, and other 
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fupes of Military or War 


motifs. 


oster Stamps 
the on 


\ 


cover, Poster Stamps supply a sure. 
» economical means of keeping your 
Plc aware of trade marks, brand names 
’ slogans. 
¥ RITE TODAY forcomplimentary copies 
9 completely informative booklets; (a) 
Growth and Modern Application of the 
ter Stamp: (b) Glossary of Information 
Voster Stampa; and (c) 58 Case Histories 
ster Stamp uses and**What Happened.” 


MID-S TATES 
GUMMED PAPER CO. 


nufacturers Mid-States Really Flat 
Gummed Papers. 


'S Se. Damen Acve., CHICAGO 


all service men, 
employes in the armed forces, 


ideas or sketches as they wish. 

In addition to the special contest 
campaign, Douglas, with an eye to 
world markets, has scheduled a 
series of advertisements in Time 
| Overseas and Time Air 


| editions. 


The first 
the query, 


advertisements 
“Who is this 


carry 
man?”’, 


followed by an explanation of the | 


trademark picture long familiar to 
Americans. Under the heading, 
“Are W. L. Douglas shoes good? 
Ask any American!”’, the company 
says, ‘““‘We know our shoes are good. 
We've spared no trouble to make 


them so. And though today much 
of our production is devoted to 
shoes for the United States Navy, 


including Douglas | 
and | 
contestants may send in as many | 


Express | 


tomorrow we'll be making W. L. 
Douglas shoes for you—and you'll 
surely like them.” 

As soon as the Douglas interna- 
tional sales organization is 
ciently set the company plans to 


| 


suffi- | 


launch a special shoe-selling drive | 


|in both editions. 


Harold Cabot & Co. 
advertising counsel. 


is Douglas 


Form Buffalo Agency 


Gordon Cohen, 
advertising staff of the Buffalo 
Evening News, and Manus Roisen, 
former sales promotion manager of 
E. W. Edwards & Son, Buffalo de- 
partment store, have opened an ad- 
vertising agency at 1420 Genesee 
building, under the name Cohen & 
Roisen. 


formerly with the | 


Walsh Joins Cullen 


M. J. Walsh, formerly with 
advertising department of 
Cleveland Plain Dealer, has been 
named Cleveland manager for the 
John W. Cullen Company, publish- 
er’s representative, succeeding E. O. 
Wayne who has resigned recently 


the 
the 


ito join McGraw-Hill Publishing 
Company. 
Edits ‘Pathfinder’ 

Robert West Howard, associate 


editor of Farm Journal and Farm- 
er’s Wife, 
tor-in-chief of Pathfinder, 
was acquired recently by Graham 
Patterson, Farm Journal publisher. 
Mr. Howard joined Farm Journal’s 
editorial staff in 1938. 


has been appointed edi- | 
which | 
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Forms Survey Company 


Bee Angell, for the past two years 
supervisor of the field staff of C. E. 
Hooper, Inc., has organized her own 
company, Bee Angell and Associ- 
ates, with offices in the Wall build- 
ing, St. Louis. The company will 
handle business research, consumer 
and opinion surveys, market studies 
and radio program audience meas- 
urement. 


BIG NEWS! 


In the Wood Products 
Industry .. . 


A New 
Magazine Within 
a Magazine 


Specially Edited for 
Executives Directly 
Concerned With 

Traffic 


Air-Borne 


. ‘Air Commerce’”’ 


“Air Commerce” 


magazine dimensions. . 


OFFICES IN NEW YORK + 


this highly specialized field. 


@ Devoted exclusively to air traffic... covering all phases of air 
transportation including passenger, mail and cargo operations and 
post-war problems, airport design, management and maintenance 


enables advertisers to “draw a bead” on 


constitutes a regular monthly section of full 
. with a class circulation of 10,000. Run- 
of-the-book advertisers in FLYING get this bonus circulation at no 
extra charge. To a limited number of advertisers seeking bull’s-eye 
concentration on executives exclusively concerned with air-borne 


traffic, we offer space in the Air Commerce Edition at a special low rate. 


ZIFF-DAVIS PUBLISHING COMPANY 


540 North Michigan Avenue, Chicago, Ill. 


WASHINGTON, D.C. «+ 


LOS ANGELES ~- 


LONDON + TORONTO 
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Miller Gets OPA Post 
Nelson Miller, with Abraham and 
Straus, Brooklyn, has been ap- 
pointed to 
stores on the OPA industry ad- 
visory committee on the distribu- 
tion of drugs, cosmetics and health 


supplies. He replaces Leo Bertisch, 
now with a New York wholesale 
firm. 


Heads Utility Department 
John M. Hollingsworth, advertis- 
ing manager of the United Light & 
Power Service Company, Daven- 
port, Ia., since 1929, has been ap- 
pointed manager of the newly-or- 


ganized sales promotion department | 


of the Iowa-Illinois Gas & Electric 
Co., Rock Island, Ill. He will main- 
tain offices in Davenport. 


Original mirror 
of Washington 
moves and measures 


Choose the 
Leader... 


* 


represent department | 


Agencies Step Up 
Business Paper 


Placements 1% 


Fuller & Smith & Ross 
Takes '42 Lead in 
Annual IM Survey 


Chicago, Sept. 8.—Fuller & Smith 
& Ross, New York and Cleveland 
jagency, climbed up over four other 
| competitors in the field during 1942 
jto rank first among all agencies 
placing advertising in business pa- 
pers, Industrial Marketing disclosed 
this week. 

The agency, which ranked fifth 
on the list in 1941, placed a total 
of 6,054 pages in business publica- 
tions last year—larger than any to- 
tal placed by a single agency in the 
previous year. 

G. M. Basford Company, which 
also maintains offices in New York 
and Cleveland, moved up from 
fourth in 1941 to second last year, 
reporting a total of 5,461 pages 
placed. 

J. Walter Thompson Company 
maintained the same position, third, 
in the list. McCann-Erickson, Inc., 
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SPACE PLACED IN BUSINESS PAPERS BY 50 LEADING AGENCIES DURING 194? 
(Compiled from reports to Industrial Marketing) 


Rank 


Pages Used Rank 


Pages 


1942 1941 1942 1941/1942 1941 1942 (oa 
I 5 Fuller & Smith & Ross, Inc. 6,054 4.946 | 28 24 The Aitkin-Kynett Co. . . 1,636 | 533 
2 4 G. M. Basford Co. 5.461 4,948 | 29 16 Rickard and Company, Inc....... 1,587 | 904 
3 3 J. Walter Thompson Company 5.214 5,027 | 30 32 Gardner Advertising Company... - 1,584 | 408 
“ 2 McCann-Erickson, Inc. 4,670 5,436) 31 43 Albert Frank-Guenther Law, Inc... -- 1,490 | 199 
5 1 Lord & Thomas* ...... 3,967 5,454) 32 76 William Esty and Company...... 1,442 649 
6 8 Murray Breese Associates, ‘Ine. 3,966 3,156) 33 34 The McCarty Company .... .. 1,428 | 367 
7 6 Campbell-Ewald Company, Inc.§. . 3,693 3,988 | 34 28 Ferry-Hanly Company ...... 1,365 | 494 
8 7 Cockfield, Brown & Co., Limited. . ..3,618 3,765)35 47 Buchanan & Company, Inc...... . 1,346 1.007 
9 9 The Buchen Company..... , 2,999 2,999 | 36 29 Arthur Kudner, Inc. ........... 1,337 | 49) 
10 12 The Griswold-Eshleman Company. 1c ee RO 2260137 40 MacManus, John & Adams, Inc... 1,328 | 159 
7 11 Charles W. Hoyt Company, Inc. 2,681 2,326) 38 25 Hutchins Advertising Co., Inc... ... 1,307 | 535 
12 10 Evans Associates, Inc.......... 2,651 2,584 | 38 41 Marschalk and Pratt Company. i, 1,307 {129 
13 13 Russell T. Gray, Inc. 2,251 2,150) 40 35. MacLaren Advertising Co., Ltd... .....1,296 | 357 
14 15 Norris-Patterson, Ltd. 2,125 1,932) 41 31 Henri, Hurst & McDonald, Inc....... .. 1,274 1418 
15 21 Walker & Downing 2,068 1,679 | 42 38 R. E. Lovekin Corp.. rT 1,244 | 232 
16 36 Klau-Van Pietersom- Dunlap Assoc... 2,015 1,314) 43 33 Aubrey, Moore & Wallace, sal 1,212 | 395 
17 23 Geare-Marston, Inc. ......... 1,986 1,627) 44 50 Russell T. Kelley, Limited......... ite 
18 20 Horton-Noyes Company .. 1,973 1,692) 45 42 Charles L. Rumrill & Company....... 1,139 1106 
19 30 Sutherland-Abbott 1,967 1,426|46 84 Frank Best & Co., Inc............. .. 1,123 604 
20 22 Ketchum, MacLeod & Grove, Inc... 1,903 1643/47 44 Oakleigh R. French & Associates....... 1,120 | 067 
21 18 Hazard Advertising Corporation........1,892 1,880) 48 45 Western Advertising Agency........... 1,012 1,04 
22 14 Reincke-Ellis-Younggreen & Finn... 1,853 1,941/49 121 The Bayless-Kerr Co................... 1,077 448 
23 19 D'Arcy Advertising Co., Inc....... 1,837 1,785|}50 46 Roche, Williams & Cunnyngham........ 1,065 | 029 
24 37. Meldrum and Fewsmith, ‘ , he ae 
25 27. James Thomas Chirur ompany.......1, i ' 
26 26 Newell-Emmett om " 1,686 1,508; “Includes Canadian office. 
27 17. J. J. Gibbons, Limited .. 1,640 1,894 §includes Campbell-Ewald Company, New York. 
which ranked second in 1941, drop-| In all, 489 U. S. and Canadian | 766 pages in 1941, a gain of 7.05%, 


ped back to fourth place. Lord & 
Thomas, now Foote, Cone & Beld- 
ing, gave up its position of leader- 
ship in 1941 to come in fifth last 
year in total advertising scheduled 
in the business press. 


agencies reported their placements 
to Industrial Marketing, for a grand 
total of 212,232 pages. Of that num- 
ber, 464 reported totals for both 
1942 and ’41. They placed 209,560 
pages last year, compared to 195,- 


Why | Like to 
Write for 


osmopolitan 


by Adela Rogers St. 


An exceedingly busy person is the reporter, screen writer, short-story 
writer and novelist who is Adela Rogers St. Johns. But it is her liking 


for life, 
said about 


herself, 


and for people, that creates that busy-ness. As she recently 
“No human being ever lived who enjoyed life 


more than I have enjoyed it or am enjoying it now.” 


Down through the 


more convinced th 


only sound but smart. 
tention that no good book, play, 


or magazine has e 
good—in fact no re 


form of 


I like to write for 


vears, because its ed 


at the 


years I have become more and 
American public is not 
It has always been my con- 
motion picture 
failed because it 


vel was too 


ally good piece of work in any 
artistic endeavor has ever failed. 


Cosmopolitan, and have for 20 
itors always ask you to write up 


..+ Great Writing 
Makes 
Great Reading! 


to their readers, not down to them. They keep you 


stretching up to try to meet the needs and ideals 


that they know their readers possess. 


‘Today, 


their thought that the 


Twinkling Twen- 


ties and the Thirsty Thirties were only a detour for 


the American people, and that we all are together 


now in reaffirming our old, 
believe myself, 


Cosmopolitan. 


As the Editor said to me the other day, 


of cynicism is past.” 


true values is what I 
so that makes it easier to write for 


“The age 


Them’s my sentiments and so 


naturally I know that if I have anything to say worth 


saying, it will find in Cosmopolitan a sound edi 


torial judgment and an educated and _ thinking 


group of readers whom I may be privileged to enter- 


tain or even to help in these days when we all need 


help- and entertainment. 


This increase reflects the growing 
importance of agencies in preparing 
and scheduling copy in _ business 
publications. 

Fifty-seven agencies placed 1,000 
or more pages of advertising in 
business papers last year. 

Among those who substantially 


|| improved their position in the com- 


plete tabulation are Klau-Van 
Pietersom-Dunlap Associates, Mil- 
waukee, which moved up from 36th 
place in 1941 to 16th place last year: 
William Esty & Co., from 76th to 
32nd; Bayless-Kerr Company, from 
121st to 49th; Gray & Rogers, 112th 
to 53rd; and Ed Wolff & Associates, 
103rd to 54th. Ranking of the first 
50 leaders is shown in the accom- 
panying table. 


Canadians Move Slightly 


Cockfield, Brown & Co. Ltd, 
Canadian agency, remained among 
the first 10 leaders in the field al- 
though it dropped from 7th to 8th 
place last year. It showed only a 
slight decrease in placements, how- 
ever, with a total of 3,618 pages 
against 3,765 in 1941. Among other 
leading agencies in the Dominion, 
Norris-Patterson Ltd. advanced a 
notch from 15th to 14th place, and 
Russell T. Kelley Ltd. moved up 
from 50th to 44th. 

The over-all increase in place- 
ments parallels the boost in adver- 
tising linage marked up by business 
papers last year. Agencies usually 
considered as industrial agencies 
maintained their positions and made 
some placement gains. 

All agencies in the Agency List of 
Standard Advertising Register were 
invited to take part in the annual 
survey, and were sent a list of pub- 
lications approved by the business 
paper committee of the Four A’s. 
The group included all business pa- 
| pers listed in the 1943 Market Data 
| Book Number of Industrial Market- 
ing as well as a few additions. 


Snow Adds Account 


Cory Snow, Inc., Boston, has been 
appointed to direct advertising 0! 
Sterling - Alloys, Inc., Woburn, 
Mass., founder of heat and corro- 
sion resisting alloy castings. 
business paper campaign starting 
immediately will be supplemented 
later by a direct mail program. 


More than a million copies of the September issue of 
Cosmopolitan were bought at the newsstands... at 35¢ 


Nothing new about that—but 
something to remember about the 
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All-Out Campaign 
Suoports Bank's 
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Bond-bardiers, a name invented for 
the campaign. This same badge is 
given to each purchaser of bonds. 
Prior to the opening of the cam- 
paign, a broadside showing all the 
advertising aids for the drive was 
sent to all branches for posting on 
bulletin boards to acquaint em- 


Mr. 


signed by the staff of the 


: $136,000 in war bonds for each mil- 
wide banking system of Bank 


toward the statewide quota and the 
rate of the advance by individual 
branches. 


Kaufman Holds Exhibit 


An exhibit of the winning cam- 


William D. Swaney has joined 


Ad Men Teach Courses 


The University of Cincinnati will 
begin its four-year course in ad- 
vertising on Sept. 27. Instructors 
include A. M. Spencer, head of his 
own advertising and merchandising 
counsel concern; Robert M. Flem- 


paigns in 20 classifications on “Ad- seieeatidan’ Guethth | 

: : ” ger, Station ———————- 
ployes with the campaign. Branch |vertising at Work,” judged at the ing, poe Be . ; ’ 

War Bond Drive managers received a letter from|New York omneantion of the Na-| WCKY; Fred W. Meyer, vice-presi- | Collings Joins Hillman 


dent, Cincinnati Process Engraving 


Giannini containing sugges- | tional Advertising Agency Network, : - - A. A. Collings has joined the 
co, Sept. Ae tions on matters of branch tie-in | was held last week at the offices of er omg — ais) L cecggeene, eastern advertising sales staff of 
San = th ord — ce with the promotion. Each branch|Henry J. Kaufman, Advertising,| HEC 0° 1 pe A me thanager, | Hillman Periodicals, New York. He 

background for t ° 1 300.000 000 was assigned a quota, the sum of | Washington, D. C. Cincienat Poet B 8eT,! was formerly with Cosmopolitan 
drive, & Fan ema J California | Which makes up the enormous os a ’ and the Haywood Publishing Com- 
worl) $300,000,000 pledge. This branch . . pany. 

ty ne end of January, 1944, has|?uoth was computed at the rate of |Joins Guide Sales Staff 


GE Promotes Rauber 
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Dell Appoints Two 


Ralph Martin, formerly with Co- 
lumbia Pictures, has joined the 
New York advertising staff of Mod- 
ern Magazines. Jennifer Janeway 
has been appointed fashion editor 
of the group. 


Resigns Account 


stat lion dollars of the branch’s normal | the sales staff of Guide Magazines, W. F. Rauber, who has been with ‘ 

of America, San Francisco, third| commercial and savings deposits. |New York. He was formerly with|General Electric Company since} ‘Horton- Noyes Company, Provi- 

largest bank in the United States. “Bankamerican,” the institution’s|Conde Nast and with Cue, from | 1923, has been appointed manager | dence, has resigned the account of 
packing up this largest war bond | house organ, will carry a monthly | whose staff he resigned to join the | of sales of GE's outdoor and station | Robinson Mfg. Company, Westfield, 

sales quota ever set by any insti-| tabulation showing progress made | Guide publications. equipment section, Mass. 

tution is the largest selling and e 

advertising campaign in Bank of 

America’s history—aimed at Cali- 

fornia’s entire bond buying public. 


The huge quota is in addition to 
approximately $300,000,000 worth of 
Series E, F, and G war bonds al- 
ready sold in the 20 months follow- 
ing Pearl Harbor by Bank of 
America’s staff of some 10,000 per- 
sons, located in banking offices 
throughout California. The new 
drive is built around these sales- 
men. 


WE WILL BUY COPIES OF 
“A GUIDE TO EFFECTIVE WAR-TIME 
ADVERTISING” 


Broadcast Starts Drive 


The drive was opened officially 
Aug. 2 with a radio broadcast over 
the Don Lee network by A. P. 
Giannini, founder of the bank and 
chairman of its board. Simulta- 
neously, Mr. Giannini received a | 
telegram from Henry Morgenthau, 
Secretary of the Treasury, congrat- 
ulating him on the bond selling 
campaign. 

During the period from Aug. 2 
to the end of January, 1944, the 
copywrited promotion, prepared by 
the bank’s advertising agency, 
Chas. R. Stuart, San Francisco, will 
sell war bonds with the same all- 
out merchandising methods which 
the bank has used in the past to 
sell Timeplan, Tenplan, Christmas 
Club accounts, and other banking 
services, 

Throughout the state, 400 news- 
papers will carry large advertise- | 
ments telling the story of the drive 


ABP. Will 
BUY COPIES 
NOT IN USE 


FOR THOSE WHO HAVE NOT HEARD 


“A Guide To Effective War-Time Advertising” 
—195 pages of ads, analyses, and testimony, 
demonstrating how effective peace-time adver- 


Vo date, 10,000 copies of “A Guide To Effective War-Time 


Advertising” have been distributed to advertising men and * vee, Sas ; : * 
to friends and customers. A dra- tising principles are being applied to war-time it 
matic, colorful 24-sheet poster, | agency people, and for some unfathomable reason, the demand advertising problems . . . the importance, today, t 
showing Uncle Sam _ calling by | continues almost undiminished. 


short-wave from a South Pacific 
jungle for all to “invest the rest in | 
war bonds!”’, will be seen on prom- 
inent outdoor locations. Street car 
and bus cards will carry the same 
design in metropolitan areas. 


of making business paper advertising more use- 


A recent field study revealed that some owners are not making ful, informative, and specific than ever. 


very effective use of their copies. On top of that, some copies 
naturally got into the hands of men whose duties today have no 
connection with business paper advertising. 

So, in the interests of conservation (and we publishers, of all 
people, certainly are interested in saving paper) we thought we 


* 
IT IS HELPING THOUSANDS OF 


Includes Network Show 


Vide 4: eee Wein! soyls, consialy ort igtansind in wring poper) we Gaonght ADVERTISING MEN DO THESE 
Company, San Francisco, a state- | would try to get back enough copies to put in the hands of those 7 THINGS: 
wide radio program over the entire | who are interested today, hence possibly avoid reprinting the main ‘ vale 
California Columbia network will | section of the “Guide.” ] Explain war-time advertising to company 
} ar ; P 
be heard each Thursday evening at | ; , heads. 
7:30 p. m., starting today. The | If we don’t get enough copies to handle the current demand, : ae 2 
show will feature Elsie Janis of | we'll probably run some extras anyway, but please, if you have a 2 Show how war-time advertising conserves a 
World War I fame, a _ 22-piece | coy thet ¥ t using. mail it to us at on We'll send yo manpower. 
rchestra, a vocal choir, and a cast | copy that you are not using, ma ous at once, We'll send your 
of actors to dramatize the exploits | 25¢ war stamp as soon as we receive your copy in usable condition. 3 Establish the importance of good adver- ’ 
- California boys on the battle- tising men today. 3! . 
ronts. , . 4: : 
At each branch of the bank, Maybe You'd Like a Copy 4 Show how others are using advertising 2 p 
fore intenf-es . ie . << id P . . > '@ nde variety rar-time 
ceful point of sale material sup This may sound inconsistent, but after all it behooves us to to help solve a wide variety of war-time ’ 
plies the local office staff with effec- | ee customer-relations problems. 
e tie-ins. A red, white and blue | find out whether or not the continuing demand is going to exceed 
. “= Seat ae eae een card- available extra copies. So, if you haven't received the “Guide” +4 5 Demonstrate the need for current field . 
bs ‘ks ) in - an ork ‘hich war-time adve ; 
ter in gach banking offices. ‘Tasel- (it’s Free), shoot us the coupon pronto so that we can check demand pean a a. war-time advertising 
backed, die-cut counter display against supply. must “ »ased to be most fruitful. < 
mB tr Bye Sam win ie 6 Explain who reads business papers, and 
ves ro and urging all to ay - .f | 
est the rest in war bonds,” SPECIAL REPORT TO CONSUMER- kg thai posing nr aaa 
ipy strategic spots. Framed MA ee ee 
Sow-ups of newspaper advertise- GOODS NUFACTURERS Improve management's understanding of 
ments and car cards are to be seen ” : , ee ee ee J 
branch lobbies. An attractive How You Can Help Your Retailers Solve Their War- 7 


the true potential worth of good adver- 


i lems!“ Some consumer-goods manufacturer 
Time Prontomet : —, ne tising managers and good agency service. 


have found ways to convert their merchandising paper ad- 
vertising to war-usefulness just as effectively as they have 
converted their plants to war production. This booklet lists ————— ;, 

war-time problems that retailers told us about; shows, by | , ce : 
example, how consumer-goods manufacturers are publish- 

ing the kind of helpful information that will unquestion- 
ably give them a competitive advantage after the war. Also 
reports Treasury Department attitude toward war-time 


folder containing essential in- 
formation about Series E, F, and G 
is and Treasury Savings Notes, 
es C, is available as a hand-out. 
tters carrying the poster design 
are on hand for distribution. 
ll staff members have been 
‘d to wear a small red, white 
blue badge identifying them as 
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Womanpower Drive 
Receives Support 
of Advertisers 


New York, Sept. 8—While many 
advertisers have been using their 
Space to portray the role of women 
in war industries and applying per- 
suasive copy to induce more women 
to take jobs in any civilian occu- 
pations which would relieve the 
critical manpower shortage, this 
month will see other prominent 
advertisers gearing new campaigns 

. to the womanpower drive or else 
switching current product or insti- 
tutional copy to tie in with the gov- 
‘ernment’s effort to cope with an- 
other aspect of the womanpower 
situation—what amounts to a large- 
scale exodus of women workers 
from defense industries. 

In addition to paid space by ad- 
vertisers, a great percentage of the 
nation’s leading periodicals have 
agreed to editorialize on the alarm- 
ing situation, and in issues as close 
to Labor Day as possible, earry 
front covers featuring women in 
industrial jobs, agriculture, bus 
driving, communications and others. 
A feminine hand holding a torch, 
symbol of liberty, will be thé em- 
blem: identifying the womanpower 
drive, 

Prepered in cooperation with the 
War: Advertising Council and the 
Office of War Information, Tubize 
Chatillon Corporation, New York, 
has prepared a series of advertise- 
ments. which will appear in Good 
Housekeeping, Life and Vogue. The 
first insertion, in the Sept. 1 issue 
of Vogue, illustrates a woman bus 
driver; the second, captioned “Will 
it take a bomb to break up the 
afternoon bridge game?” is aimed 
at the “leisure class” of women, and 
adds that the time for women to get 
out and drive a truck, load a freight 
car, carry a waitress’s tray, work in 
a day nursery or operate an eleva- 
tor is now. Alley & Richards is the 
agency. 


Uses Newspapers 


Feeling that the millions of wo- 
men doing unaccustomed work in 
factories—getting begrimed, greasy 
and tired—typify dramatically the 
courage and patriotism of all 
women in war-related work, the 
Woman’s Home Companion has 
prepared an effective newspaper 
advertisement to stir available 
women to serve their country in 
war plants. The copy appears in 
leading newspapers in key cities 
today. 

In addition, the Companion is 
offering posters of the advertise- 
ment, without charge, for use in 
war plants. 

Full-page four-color insertions 
in Harper’s Bazaar, Life and Vogue 
have been scheduled by Richard 
Hudnut for the next three months, 


rSSAA” 
CLOSE TO THE 
FRONT IN NEW YORK 


Within range of business 
and pleasure — the Belmont 
Plaza. A convenient Mid- 
town address-only 3 
blocks from Grand Central 
and Rockefeller Center. 800 
rooms with bath (tub and 
shower). Radio. Complete- 


ly redecorated and S38 
° 


, 


SSSI SI” 


under new manage- 
From 


Special monthly rates 


Home of the famous 


New York's most 
popular night 
club. 

Excellent ban- 
quet and meet- 
ing facilities. 


WOH oe 


RECTION: EMIL H. RONAY 


LEXINGTON AVE. at 49th ST.. NEW YORK 


with copy promoting the woman- 
power drive and offering women 
Du Barry short cuts to beauty, 
tricks for applying makeup ‘and 
illustrative sketches showing how 
to relieve muscular aches and pains. 
Such captions as “Speed the end of 
the war” and “One woman can 
shorten this war,” will highlight the 
new Hudnut campaign, which will 
tell:-women “If you can’t weld or 
run a trolley, you can help organize 
a community nursery or work in a 
department store.” Kenyon & Eck- 
hardt is the agency. 

In the vanguard of advertisers 
responding to the call for messages 
promoting war jobs for women is 
the Pond’s Extract Company, which 
has scheduled a full-page adver- 
tisement for October issues on this 
vital theme. The full-page inser- 
tion will appear in the October 


issues of Life and Ladies’ Home 
Journal, and in the November issues 
of Macfadden Worxnen’s Group. 
Total circulation for this page is 
estimated at 9,000,000. In addition, 
a panel with the message urging 
women to find war jobs will be 
carried in all Pond’s advertising for 
all its products. 

Copy will tie in closely with cur- 
rent Pond’s cold cream advertising 
which features engaged girls in war 
jobs, a theme which has been car- 
ried since November, 1942. The 
headline will tie old and new 
themes together by saying “These 
engaged girls are all war workers! 
You are needed, too! Any job that 
frees a man is a war job... find 
yours today!” -J. Walter Thompson 
Company is the agency. 

Other advertisers who have al- 
ready placed copy promoting the 


womanpower drive, or are in the 
process of so doing, are Beechnut 
Packing Company (Newell-Emmett 
Company); Great Atlantic & Pa- 
cific Tea Company (Paris & Peart); 
Liggett Drug Company; New York 
New Haven and Hartford Railroad; 
Pillsbury Flour Mills and many 
others. 


MAGAZINE COVER 
WINNERS ANNOUNCED 


New York, Sept. 7. — Winners 
in eight classifications of magazines 
have been selected from the 157 
entries in the national magazine 
competition for cover designs on 
the theme, “Women in Necessary 
Civilian Employment,” following a 
meeting by the judges at the Mu- 
seum of Modern Art. 

Purpose of the competition, in- 
augurated by the WMC and OWI, 
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was to urge more women {t 
civilian employment to relea 
for military service or hea\ 
work. All of the nation’s 186 
zines using pictorial cover 
asked to devote the cover o 
issues closest to Labor Da) 


painting, drawing or photogr:; 


a woman or women doing t 
of work which is not fully a 
ated as war work but whic 
total war, has become war \y 
the greatest significance. 
First award went to W 
Day in the women’s magazin« 
sification, with honorable n 
to Vogue and True Exper 
Collier’s took top honors for ; 


weeklies with honorable men: 
This Week Magazine; Click wo; 


award for’ general monthlies; 
business ‘publication field 
award went to Eastern Stat: 
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operator, with honorable mentions 
to Electronic Industries, Trains, and 
The Timberman; Young America 
carried the most noteworthy cover 
the youth magazine category; 
viodern Screen won the award in 
‘ne motion picture, radio and the- 
atrical classification; Capper’s Far- 
mer received the award in the farm 
and home magazines group, with 
honorable mentions to Successful 
Farming and Pennsylvania Farmer; 
Ranking’ was chosen for the best 
cover in the education and profes- 
nal magazine classification. 

The jury which made the awards 
was composed of Charles T. Coiner, 
art director, N. W. Ayer & Son; Mrs. 
Louise P. ‘Davis, vice-president, 
Young & Rubicam; Dr. Robert L. 
Leslie, secretary, The Composing 
Room; Dorothy Shaver; vice-presi- 
dent, Lord & Taylor; and Monroe 


Wheeler, director of exhibitions and 
" Sammaaaae Museum of Modern 
rt. 


RELEASES LATEST 
WOMANPOWER BROCHURE 


New York, Sept. 7.—The War 
Advertising Council has released its 
latest booklet titled “How Industry 
Can Help the Government’s Infor- 
mation Program on Womanpower,” 
calling on advertisers, large and 
small, to cooperate by carrying the 
womanpower theme in their adver- 
tising, or to use high-frequency, 
small inserts, suggested by the 
Council, to avoid a breakdown of 
civilian services and a serious im- 
pairment of war production. 

The brochure points out and il- 
lustrates how, in preparing adver- 
tisements, particularly promotions 
featuring women, much good will 


be obtained by showing them in 
some kind of war work, and stresses 
that due to the timeliness of the 
advertisements their selling power 
is not adversely affected and that 
interest is increased. 

Advertisers with no consumer 
goods to sell are urged to use part 
of their advertising appropriations 
to publish advertisements designed 
to educate women on the impor- 
tance of taking a war job, and the 
Council suggests in its brochure 
that all advertisements keyed to 
the womanpower drive carry the 
campaign emblem, symbolized by 
the hand holding the torch, on 
which is inscribed WWW for Wo- 
men War Workers. 

In addition to the nation’s major 
magazines’ devoting September 
covers to a woman-at-work situa- 
tion, the drive will be given en- 


thusiastic support through motion 
pictures, -newspapers, radio, busi- 
ness papers, house organs, direct 
mail and store displays. 


AMI Meets Oct. 5-7 


The American Meat Institute will 
hold its annual meeting Oct. 5-6-7 
at the Drake Hotel, Chicago. The 
institute will forego its usual ex- 
hibit of packinghouse supplies and 
equipment and will substitute a 
special exhibit of products, proc- 
esses and practices. 


Cochran Heads Reymer ° 


George J. Cochran, who has been 
with the company for the past 10 
years, has been elected president of 
Reymer & Bros., Pittsburgh candy 
manufacturer. 


a million homes 


HEN a magazine is invited into a million homes each 
month it’s almost “one of the family.” CLICK, Ameri- 
ca’s largest monthly picture magazine, enjoys this unique 
position because it is edited for the family. 
Every issue of CLICK contains something for Mother . . . 
something for Dad . . . something for the boys and some- 
thing for the girls. Because the new CLICK is packed with 
universal interest, its circulation has risen 38% in the past 
year. Every month now more than a million Americans pay 
10¢ to see ““What’s CLICKing.” And nearly 9 out of every 
10 copies of CLICK are bought at the newsstands—positive 
proof of unforced preference! 
CLICK’s family-wide appeal is evidenced by the age- 
groups of CLICK readers*: 
24.4% of CLICK readers are 18 to 25 years 
29.6% of CLICK readers are 26 to 35 years 
22.4% of CLICK readers are 36 to 45 years 
23.6% of CLICK readers are 46 years and over 


CBS War Effort 
Commercials Take 
45.8% of Time 


New York, Sept. 8.—In the 181- 
day period from Jan. 1 through 
June 30, 8,412 CBS broadcasts were 
devoted to some phase of the war, 
according to a report released by 
the network’s research department. 
Since some of the broadcasts treated 
more than one war topic, 10,237 
different war items were included 
in these broadcasts, totaling more 
than 1,700 hours. 

CBS gave 845 hours sustaining 
program time to war items, either 
in the subject matter of the pro- 
gram, in announcements or in war 
news. “Commercial program time 
amounting to 864 hours, or 45.8% 
of, the total sponsored operating 


time, was allotted to war effort 
broadcasts, 
CBS’ New York City outlet, 


WABC, devoted all or part of some 
11,099 broadcasts to war messages 
during the six-month period, Dur- 
ing these -broadcasts, totaling 1,692 
hours, 13,436 war items were 
treated. WABC gave 1,055 hours of 
its sustaining time to war items 
either in the subject matter of the 
broadcasts, in announcements, in 
war news or in station-break an- 
nouncements, and 637 hours of its 
total commercial operating time, 


Shulton Fall Magazine 


Shulton, Inc., New York, maker 
of Early American Old Spice and 
Friendship’s Garden toiletries, has 
materially increased its budget in 
fall magazines. Insertions will ap- 
pear in 20 magazines in the fashion, 
fiction and service fields. 

Every Shulton advertisement will 
carry an important war message, 
In close cooperation with the gov- 
ernment, many insertions on the 
women’s lines will devote half the 
copy space to the womanpower pro- 
gram. This is in addition to the 
war bond advertisements which the 
company contributes in cooperation 
with the Allied Drug and Cosmetic 
Industries Committee. Wesley As- 
sociates, New York, is the agency. 


Milk Data Published 


Milk Industry Foundation, New 
York, has printed a new 32-page 
booklet, “Wartime Milk Facts,” 
containing charts amd pictographs 
illustrating basic milk facts, and 


industry has been geared to war 
service. 


Russell to Macfadden 


Lewis M. Russell has rejoined the 
eastern sales staff of Macfadden 
Women’s Group. After an absence 
of eight months, Mr. Russell re- 
turns in his former capacity as New 
England representative for the 
group, a position he previously held 
for eight years. 


List Is Increased ’ 


giving details on how the milk 


CLICK represents not only a family feast for readers but a 
mighty market for advertisers. And this market is being 
made available at the lowest cost per thousand of any general 
magazine! You get a bonus of 250,000 circulation in CLICK, 
so you get in on the “ground floor,” which, you'll admit, is 


Weiss Joins Landsheft 


David B. Weiss, formerly treas- 
urer of the Great Lakes Press, 
Rochester, N. Y., has joined the 
staff of Landsheft, Inc., Buffalo 
agency, as an account executive. 


rather rare these days. CLICK is today’s opportunity for 


advertisers who gre thinking of maintaining their name for 
tomorrow as well as today. " A 
| 


CLICK =< 


MILLER & 
HUTCHINGS 
America’s “Friend of the Family” 


INC. 4 


A 


Photo-engravers in Chicago i 
207 North Michigan Avenue - 


*Daniel Starch, Consumer Magazine Report 


FRANKLIN 
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Heistand Joins ‘Journal’ 


Secretary of Commerce Jesse Jones 


Advertising Age, September 13, . 43 


C | lems of consumers, retailers, manu- | prise = of the cor periog” 
: said, “Every business man knows |facturers and business men gener-| the pub ication says. “Despite b 4; 
I. B. Heistand, formerly business ommerce ssues that without jobs profits are impos-|ally; and an organized effort to| wartime conditions, business ; ms 
manager of the Tribune, Redwood sible. Full employment and profit-| strengthen present business in the|be constantly vigilant to keep x. 
City, Cal., has joined the advertis- able business in communities—and | town. penses in line, to strive for hi. eo, 
ing staff of the Wall Street Journal ostwar an 00 in the nation—can be assured only| “The best way business can plan | productivity at lower costs. T) se 
in Los Angeles. if alert local leaders act promptly|to be strong next month or next| precautions can lessen the seve. ity 
EE Eg en aes and aggressively.” year is to keep next month and /|of postwar readjustments, and jelp 
Opens Detroit Office f f The handbook, Mr. Jones ex-|next year in mind, but to do every-|make additional jobs possible « (e, 
The Rotarian has opened a branch or ommunl ies plained, is designed to guide groups | thing possible to build sounder and | the war.” 
eftes in Detroit to serve eastern of business men rather than indi-|}stronger organization now,” the The handbook was publishec by 
Michigan and northern Ohio, with Washington, D. C., Sept. 10.—| viduals in their postwar planning. booklet says. Along this line, the the Bureau of Foreign and po. 
James J. Higgins in charge ’ Local business men and civic groups | It suggests a procedure for planning | handbook suggests that distributive |mestic Commerce on the assu «ip. 
‘ , are urged to begin immediate study | which has been recommended for | trades be strengthened through ad-|tion that private industry mus’ be 
of their community postwar mar-|use in nearly 1,000 cities where | vertising in local newspapers, more ready “to provide productive bs 
keting and production problems by local committees of the Committee | efficient purchasing and sales meth-| when the war is over and no’ at 
S T R | p S F O R a Department of Commerce hand- for Economic Development havejods, and trimming of unnecessary |some vague later date.” Offic als 
book, “Community Action for Post- been formed. frills and expenses. explain that “business today faces a 
war Jobs and Profits.” to be issued Proposes Five Lines of Action The handbook also calls for aj| problem of its own public relati ns, 
A C T | O N | Monday ’ Five immediate lines of action for study of local service establish- |The fate of all industry, from ‘he 
The handbook is part of a cam-|businessmen are proposed. First ments, such as banks, beauty par- | smallest employer to the largest \n- 
For ELEVEN YEARS we have - — 5‘; |lors and laundries, in order to draw | dustrial unit, is involved. Through 
rare / . paign supported by the United|the handbook suggests a “work pile mearhy farm business to the c a well organized program of cor 
specialized in the production ||States Chamber of Commerce, the | plan,” a summary of new jobs that ie ailaite te Gamena tb trad. |munity relations, industry's om 
of continuity strips and car- Committee for Economic Develop-| will exist in the community when |; aaaks social and eR al gram of employe or industrial = 
* ment and other public service|the war is over. Other Department ee oo i i o 
toon artw for leading ad- groups, to interest business men in|of Commerce suggestions are: a portunities; civic planning, and ac-|lations, government rdiations and 
vertisers and agencies— “the spadework necessary to/survey of manufacturing opportuni- tive support of trade associations. ete 4 -y ions may be made more 
strengthen their respective com-|ties the community may attract Immediate Planning Urged Copies of the handbooks wil 
Johnstone & Cushing || munities so they may meet the re-|after the war; plans for dealing| “It is the present towns, the pres- |}. salied to local chambers ch 
155 East 44 Street, New York City sponsibilities and embrace the op-| with a swollen wartime population;|ent business organizations, and| members of the United State 
MUrray Hill 2-6236 portunities which lie ahead.” a campaign to foster reserves of| present business men who will form|Chamber of Commerce, and field 
In announcing the new booklet,| ideas and money for postwar prob-|the basis for any sound free enter- organizations of the Committee for sovflour 1 
Economic Development. A limited federal Fe 
supply is also available upon re- tion. 
quest to the Bureau of Foreign and 
. Domestic Commerce. An enroll- 
ment coupon is enclosed in the book Earlier, 
to enable communities which adopt son, Ia., § 
the program to apply to the De- had urgec 
partment of Commerce for addi- the admi 
tional material. more tha 
The handbook contains, in addi- flour be t 
tion to specific suggestions for declared 
studies, removable guide sheets for or “cross 
surveys of community assets, needs off our li 
and potentialities. Additional guide E. L. 
sheets, selected references on post- Soy Flo 
war planning, developing business members 
sti mamma in the community, civic planning, here to s 
’ : - and other helpful material is avail- “More 
*.% RNING able at field offices of the Depart- the Unit 
ieee. MO ee ment of Commerce. soybean 
— 60 6% ar: a attractiv 
— OV.07/0 — Kayser Launches yout’ 
* >" Its Fall Advertising Regional 
—e ie i. Julius Kayser & Co., New York, ponrane 
inaugurated its fall advertisin ey 
= AFTERNOON | campaign with a full page black the uses 
ro and white insertion in the Sept. 6 duction 
, r 3 O% issue of Life, which will be aug- heels, Ji 
iat e mented by insertions in all business kets, - 
ya . publications in the women’s wear cess dis 
; -_ field in September and in consumer oe 7 
= oe in Canada. = 
' . e schedule calls for half-page : 
= EVENING is advertisements in Life, keyed to the less s€\ 
% theme “I can do with less—if it’s manufa 
“al 64.9' —_— Kayser!” Copy will not promote 
7 ae any specific Kayser merchandise Comp 
i a and will be devoid of any promo- f Sc] 
i a | tional appeal. A separate campaign, 0 Cc 
two-color, half-pages in Harper's R. E 
Bazaar and Vogue, will play up ed gent 
the Kayress luxury line with the ice to 
theme “I can do with less if it's service 
Kayress.” Pettingell & Fenton, New Stamfo 
‘ York, is the agency. _— 
‘ in 
eee that’s the aad ee West ( 
Aiding Bond Drive He wa 
° e ° In cooperation with the Treasury) ice for 
WGBI Listening Index in Scranton... Department’s 3rd War Bond cam- 1880, 
paign, the World Wide Advertising pee 
a. : Corpesetion, New York, has pre- oe yh 
ared a quarter- i t 
Hub of America’s 19th Market! for the National ‘Transportation YSOr 
Company (Parmelee System) to ap- headq' 
= in all New York, Brooklyn an Stamé 
) ronx newspapers, 
You have only half of an astounding coverage story neve ’ 
when you know the Hooper Listening Index for Scranton! True, WTHT Promotes Bieber = 
WGBI starts with a morning rating of 60.6 and never goes lower Fredrick E. Bieber, with the Hart Prove 
... With an evening rating of 64.9... and a phenomenal 73.0 in |ford Times radio station, WTH' lobe 
all ¢ since its inception seven years ag \anay 
the afternoon. But that’s still only half the story! -has been promoted from progra' epar 


| manager to commercial manager 

the station, succeeding L. H. Mai 
| tineau, who has joined the Bosto 
| staff of the Yankee Network. 


SHES MAGES 


| 3 


I can ‘we + 
PENNSYLVANIA | 


You have to know, too, that though only Scranton 
listening was checked, WGBI covers all of America’s 19th Metro- 
politan Market .. . and really sells this prosperous population of | 
629,581 in SCRANTON—WILKES-BARRE. For proof, ask your 
John Blair man about the 127 advertisers who have used this sta- 


tion consistently four years or more. They know it pays to RELY 
on WGBI. 


(Figures from Hooper Station Listening Index —Oct., 1942 thru Feb., 1943) 
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Soybean Growers 
Seek Repeal of 


Margarine Taxes 


‘edar Rapids, Ia., Sept. 9.—The 
american Soybean Association this 
eek adopted a resolution favoring 
-epeal of “discriminating taxes on 
»j-omargarine made from domestic- 
aliy produced fats and oils,” at its 
w.r conference here. 

\doption of the resolution came 
as a surprise, since earlier many of 
the members had expressed the 
onion no action should be taken 
( the margarine-butter contro- 
versy. G. M. Briggs, agronomist at 
University of Wisconsin, Madison, 
had said that “opening of the ques- 
tion at this time might not be bene- 
§-ial to American agriculture.” 

The more liberal sale program 
of margarine might seriously upset 
the butter - margarine price level, 
more than any of us know, espe- 
cially when labor income by all 
groups is less,” Mr. Briggs told the 
members. 

Another resolution directed of- 
ficers of the association to request 
an opportunity to present adequate 
evidence regarding the merit of 
soyflour used in bread before the 
federal Food and Drug Administra- 
tion. 


Asks Greater Use 


Earlier, George M. Strayer, Hud- 
son, Ia., secretary of the association, 
had urged a vigorous protest against 
the administration’s ruling that not 
more than one half of 1% of soy- 
flour be used in bread. Mr. Strayer 
declared the ruling must be changed 
or “cross this market for soybeans 
off our list.” 

E. L. Rhoades, secretary of the 
Soy Flour Association, told the 
members that soybean protein is 
here to stay in the American diet. 

“More than 75,000,000 people in 
the United States have eaten some 
soybean protein in a palatable and 
attractive form during the past 
year,” he said. 

W. H. Goss of the Northern 
Regional Research laboratory, 
Peoria, Ill., reviewed its work of 
recent months and cited some of 
the uses of soybeans including pro- 
duction of synthetic rubber, rubber 
heels, jar rings, rubber tubing gas- 
kets, etc. He added that the pro- 
cess discovered does not turn out a 
true synthetic rubber, but a substi- 
tute which can be used in many 
fields where the requirements are 
less severe than they are for tire 
manufacture. 


Company Named Manager 
of Schick Service 


R. E. Company has been appoint- 
ed general manager of Schick Serv- 
ice to direct the operations of 37 
service stations of Schick, Inc., 
Stamford, Conn. 

Mr. Company joined Edises, Inc., 
in 1936, which was at that time 
West Coast distributor for Schick. 
He was in charge of sales and serv- 
ice for the northwest territory until 
1939, when the Edises organization 
was acquired by Schick. Mr. Com- 
pany continued with the company 
and was made district sales super- 
visor of that territory, making his 
headquarters in Seattle. He will 
move to the company’s office in 
Stamford. 


Feick Heads Department 


Walter Feick, assistant classified 

idvertising manager of the St. Louis 
rlobe-Democrat, has been named 
ianager of the paper’s automotive 
epartment. 


AFTER VicTORY 


Wheat is going to happen to your plent 
when your wer contracts ore cancelled? 


‘xecutves with vision ore looking into the Diesel 
dustry — one of the two industries that will come 


vielthe~or seoaRInG! 
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Russell to McGillvra: 
Adds New Accounts 


Robert Russell has joined the 
sales staff of the New York office of 
Joseph Hershey McGillvra, radio 
station representative. For the past 
nine years he was with the New 
York office of Blackett - Sample- 
Hummert. 

McGillvra has just been ap- 
pointed to represent Station KMO, 
Tacoma, Wash., and Station KIT, 
Yakima, nationally. Both are mem- 
bers of the Mutual Broadcasting 
System. 


Ancker Joins Jones 


Mason Ancker, formerly copy 
director of Sherman K. Ellis & Co., 
Chicago, has been appointed chief 
copywriter of the Ralph H. Jones 
Company, Cincinnati. 


Coming 
Conventions 


Sept. 14-15.—National Publishers 
Association, annual meeting, Buck- 
wood Inn, Shawnee-on-Delaware, 
Pa. 


Sept. 20-22.— Advertising Spe- 
cialty National Association, conven- 
tion and specialty fair, Palmer 
House, Chicago. 

Sept. 27-29.—Southern News- 
paper Publishers Association, an- 
nual meeting, Arlington Hotel, Hot 
Springs, Ark. 

Oct. 11-12.—Fall war conference, 
Newspaper Advertising Executives 
Association, Hotel La Salle, Chi- 
cago. 


Oct. 12-13.—Inland Daily Press 
Association, fall corvention and 
annual meeting, Hotel Sherman, 
Chicago. 

Oct. 15.—Direct Mail Advertising 
Association, annual meeting, Hotel 
Roosevelt, New York. 

Oct. 18-19.— Boston Conference 
on Distribution, 15th annual meet- 
ing, Hotel Statler, Boston. 

Oct. 19-21.— Financial Advertis- 
ers Association, convention, Edge- 
water Beach Hotel, Chicago. 

Nov. 11-12.—American Marketing 
Association, 1943 war conference, 
Hotel Statler, Cleveland. 


Sheldon Appointed 


The Egyptian Lacquer Mfg. Com- 
pany, New York, maker of indus- 
trial finishes, has appointed Shel- 
don, Quick & McElroy, New York, 
to handle its account. 


= 
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Beatty Joins Rickard 

Robert S. Beatty, formerly ac- 
count executive and copywriter 
with Newell - Emmett Company, 
New York, has resigned to join 
Rickard & Co., New York, in the 
same capacity. 


Hunsacker with Ayer 


Samuel E. Hunsacker has joined 
the copy department of N. W. Ayer 
& Son, Inc., Philadelphia. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8S. Dearborn St., Chicage Wab. 8655 


WAVENT YOU HEARD 2, 


HEY’RE turning out C-47 sky 
| oe in Oklahoma City! No 
one can say how many per week, but it’s 
one of Douglas’s bigger plants. 

There’s an Air Depot here . . . model 
air service command installation of the 
army air forces and a next-door neigh- 
bor of the Douglas plant. It’s not only a 
supply and repair center for fighting air- 
craft, but a terminal of growing im- 
portance for global air freight service. 

These two alone, each employing a 
five-figure number of workers, would be 
enough to fan a retail ripple into a tidal 
wave, yet, in addition, scores of Okla- 


homa City’s smaller plants have gradu- 


ated to big-time orders. Packing plants 
and oil producers are straining their 
utmost to catch up with wartime de- 
mands, Numerous large-scale military 
and naval establishments in the vicinity, 
too, are having their effect on retail 
trade. 

Oklahoma City has become a city of 
250,000, a 25% increase since May, 1942. 
The increased needs of this growing pop- 
ulation have kept Oklahoma City a fore- 


most sales spot month after month. 


‘@ "Crea 
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n $ for Jun 


First for Six _" U 


Oklahoma City’s six-months sales gain 
of 58% topped all cities of the U. S., and 
this pace was being maintained with a 
54% increase for the four weeks ending 
July 31. 

If Oklahoma City looks like fertile 
ground in which to plent your selling or 
institutional advertising today, put it in 
the newspapers that have always ex- 
celled at making ideas click in the minds 
of the people of Oklahoma City and a 


big portion of the state. 


THE OKLAHOMA PUBLISHING CO. 


The Farmer-Stockman 
KLZ, Denver (Affiliated Management) 


* WKY, Oklahoma City 


* KVOR, Colorado Springs 
* Represented by The Katz Agency, Inc. 
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Fisher Heads Sales 


Walter I. Fisher, formerly New 
York metropolitan sales manager, 
has been appointed general sales 
manager of Loose-Wiles Biscuit 
Company, New York. He succeeds 
the late George E. T. Dey. 


Launch Newspaper Drive 


United Distillers Ltd., Vancouver, 
B. C., has launched a campaign in 
Canadian newspapers to report the 
part alcohol is playing in supplying 
equipment for the fighting forces. 
J. J. Gibbons, Vancouver, is in 
charge of the campaign. 


‘Esquire’ Names Preston 


David H. Preston, with the Rod- 
ney E. Boone Organization in New 
York and Detroit for the past 20 
years, has been appointed Detroit 
manager of Esquire, with offices in 
the New Center building. 


Townsend Promoted 

Calvin K. Townsend, formerly 
director of contract administration, 
has been appointed assistant gen- 
eral manager of Aircraft Accesso- 
ries Corporation, Kansas City, 
maker of radio equipment and 
hydraulic systems for aircraft. 


Joins Modern Magazines 

Ralph Mantin, for the past seven 
years with Columbia Pictures, has 
joined the New York advertising 
sales staff of Modern Magazines. 
Miss Jennifer Janeway has been 
named fashion editor for Modern 
Magazines. 


Thomas Takes CED Post 

Lloyd Thomas, manager of Sta- 
tion KGFW, Kearney, Neb., has 
been selected chairman of the 
Kearney committee of the Nebraska 
Committee for Economic Develop- 
ment. 


AOVERTISCING 


TORONTO, MONTREAL, CWINNIFEG 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


SAY STREET - 
REGINA 


MERCHANDISING 


CALGARY ftOMONTON VANCOUVER 


Pilot Radio Tells 
Reception Story 
in Unique Pictures 


New York, Sept. 7.— Based on 
musically accurate information, a 
unique institutional advertising 
campaign has been launched by 
Pilot Radio Corporation designed to 
emphasize the precision reproduc- 
tion qualities of its radios as against 
the millions of others which distort 
reception to the extent that the 
listener is unable to distinguish one 
instrument from another. 

Headed “Instruments you have 
often heard, but never seen,” illus- 
trations depict musicians playing 
such grotesque instruments as the 
cellosax, flutolin, tromboviol and 
others, with copy saying “Tune in 
your radio on a good dance band 
tonight if you don’t think this thing 
exists—and listen closely. . . Can 
you always tell which notes are 
played by the cello and which by 
the alto sax, so close to it in reg- 
ister?” 

Pilot then answers by saying that 


“If your set is like millions of others 


Advertising Age, September 13, 19. 


in use today, you can’t.” The effect 
is the compromise instrument pic- 
tured in the illustration, an instru- 
ment unknown either by sight or 
sound, 

Advertisements are currently ap- 
pearing in the New York Times 
magazine section and Herald Trib- 
une in 800-line size. The campaign 
is scheduled to run indefinitely. Grey 
Advertising Agency, New York, 
handles the account. 


Russo to Argentina 


John Russo, newly appointed art 
director of the Buenos Aires office 
of J. Walter Thompson Company, 
will leave for Argentina shortly. 
Mr. Russo was formerly associated 
with Talon, Inc., and Lester Harri- 
son Associates, New York. 


A-M Announces Changes 


American - Marietta Company, 
Chicago, has advanced Robert A. 
Ornberg, formerly advertising man- 
ager, to the post of sales promotion 
manager, and has named John M. 
Stiller, for several years printing 
buyer, to succeed Mr. Ornberg as 
advertising manager. 
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SALUTE TO SUSIE 


Our Fighting Business Girl! 


NINE million strong, the Susies of America are fighting this war on the 
business-as-usual front . . . boosting our production to the clatter of type- 
writer keys, speeding the flow of supplies over counters, guarding com- 
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munications through clamoring switchboards, juggling innumerable fig- 


ures to balance the world’s most formidable budget. 


On the solid rock 


of their tireless performance rests the nation’s economy, its history-making 


decisions, its ultimate goal. 


We salute you, Susie! 


And so do manufacturers and stores all over the 
country—in major Business Girl Promotions during September. 


They 


know, as we know, that you're a power to be reckoned with. On the busi- 


ness front today 


the home front tomorrow—you’re WOMAN POWER 


the greatest concentrated and continuous buying force in the world! 


Susie, the Business Girl, is going to town, and taking her business girl 
magazine, CHARM, with her! Write us for details of SUSIE-CHARM Pro- 


motions held this month by representative stores throughout the country. 
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Magazine 


A STREET & SMITH PUBLICATION 


79—7TH AVE., NEW YORK, 11, N. Y. 


Southern Pacific 
Will Continue Its 
Institutional Ads 


San Francisco, Sept. 8.—Friend), 
informative institutional copy ; 
newspapers and national magazi) 
will for the duration substitute 
Southern Pacific Company’s pea: «- 
time travel promotion, Officials 5, 
the railroad said this week. 

A new, continuing campai-y 
launched during July was design. 
to acquaint the public with, ang 
define the personality of Southern 
Pacific, as well as to picture the »'- 
gantic wartime job it is doing a; 
“one of America’s railroads—.)) 
united for Victory.” 

On a staggered schedule, large 
space advertisements are appear 
in 70 newspapers in Southern Pa 
cific’s western and southern terrj- 
tory. The national magazine list 
includes: Collier’s, Forbes, Life, 
The New Yorker, Newsweek, The 
Saturday Evening Post, Time, 
United States News, and railroad 
oublications. 

High newspaper readership has 
already been registered for one of 
the series headlined “Angels guard 
our right of way,” which ran dur- 
ing August in newspapers and is 


y 
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‘slated for magazines this month, 


Human interest copy in this adver- 
tisement places the new expression 
“angels” alongside the old rail- 
roader terms, “hotshot” and “hog- 
ger,” in relating how womanpower 
is filling the gaps made by lost 
manpower. Other ads will high- 
light Lend-Lease among the rail- 
roads, the promise of the new in- 
dustrial West, etc. 

Fred Q. Tredway, San Francisco, 
is advertising manager for Southern 
Pacific. Foote, Cone & Belding is 
the agency. 


Joins Lambert & Feasley 


Joseph Burland, for the past 11 
years director of media of Kelly 
Nason, Inc., New York, has joined 
Lambert & Feasley, New York, in 
a similar capacity. Mr. Burland was 
one of the organizers and is now 
president of the Media Men’s As- 
sociation of New York. 


‘McCall's’ to Federal 


Phillips Wyman, director of pub- 
lication selling and vice-president 
of the McCall Corporation, has an- 
nounced that advertising of Mc- 
Call’s is being handled by the Fed- 
eral Advertising Agency, New York. 
Donald H. Parsons, vice-president 
of Federal, is account executive. 


Golden Dipt Appoints 

Meletio Sea Food Company, St. 
Louis, has appointed H. B. Le- 
Quatte, Inc., New York, to direct 
advertising of Golden Dipt pre- 
pared breading, a new product 
Newspapers and business papers 
will be used. 


Regains Mail Privileges 
The Post Office Department ha 
reinstated the second class mailing 


New York, following a hearing or 
July 6, 1943. The Gazette had it 
privileges revoked in Septembe: 
1942, on charges of obscenity. 


Freed, Isaacs Appointed 


Ted Freed, formerly of Parent 
Magazine, has joined Chain Stor 
Age, New York, as editorial a: 
director. Albert Isaacs of the pri 
duction department has been name 
production manager of the publica 
tion. 


Joins Barnes-Chase 

Paul Terry, formerly with Gof 
Advertising Agency, Tacoma, Wash 
and more recently continuity direc- 
tor and special events chief of Sta 
tion KTIB, has joined Barnes Chas¢« 
Company, San Diego, Cal., as ac- 
count executive. 


privileges of the Police Gazette, 


Interested in 


MEXICO and 
SOUTH AMERICA? 


American marketing expert just returned 
from extensive business survey trip to all 
major Mexican markets for manufacturer 
is now outlining similar trip for other 
American manufacturers contemplating 
entering post-war business in Mexico and 
South America. Will make study ex- 
clusively for single manufacturer, or will 
work out cooperative cost arrangement 
for several. Willing to counsel on Mexico, 
but prefer outright assignments. Write 
Box 4298, Advertising Age, 100 E. Ohio 
St., Chicago. 
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arnings of 
Kdvertisers 


rt Cyanamid — For six 
Ameri;ded June 30, 1943, net 
renings $3,052,880; for like 1942 
riod, $2,672,045. ne 
“G an Aircra or six 
et egees June 30, 1943, net 
enings, $1,697,108. 
Illinois Central—For seven months 
July 31, 1943, net earnings 
for like 1942 period, 


n 
anes 


ndes 
5,746,012; 
1 347,304. 
Julius Kayser—For the fiscal year 
ding June 30, 1943, net earnings 
b 035 419; for preceding fiscal year, 
110,741. 

ee anecott Copper— For six 
nt ended June 30, 1943, nei 
rings $22,324,375; for like 1942 
riod, $22,000,075. 

McKesson & Robbins—For thc 
cal year ending June 30, 1943, nei 
brnings $4,905,590. 

Maytag Co.—For three months 
ded June 30, 1943, net earning: 
b16.112; for like 1942 period, $53,- 


6. 

New York Central—For seven 
onth sended July 31, 1943, net 
»rnings $37,600,656; for like 1942 
riod, $22,251,728. 

Pet Milk Co.—For three months 
ded June 30, 1943, net earnings 
6,272; for like 1942 period, $380,- 
'servel, _Ine—For nine months 
ded July 31, 1943, net earnings 
074,358; for like 1942 period, $58,- 
oe Corp.—For six months 
ied June 30, 1943, net earnings 
242,813; for like 1942 period, $2,- 
4,237. . 
Transamerica Corp.—For six 
nths ended June 30, 1943, net 
rnings $9,900,000; for like 1942 
iod, $3,800,000. 

Union Pacific—For seven months 
ded July 31, 1943, net earnings 
b7,280,061; for like 1942 period, 
9 589,715. ; 
Willys-O verland—For nine 
mnths ended June 30, 1943, net 
rnings $2,139,664; for like 1942 
riod, $1,164,543. 
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Fime’ Pony Edition 
eaches War Fronts 


= Essentially printed to satisfy the 
ws-hunger of American soldiers, 
lors and marines overseas, min- 
ture editions of Time are being 
nated by the magazine to area 
mmanders for general distribu- 
n to troops on far-flung fronts 
the war. 
Measuring 6x8% inches, the pony 
tion is also mailed overseas via 
t class mail on a_ subscription 
s at a special military rate of 
50 per year. Troops stationed in 
Hawaiian area may receive the 
v Pacific edition of Time, printed 
Honolulu and distributed there 
the magazine’s regular publica- 
n day. Editorial content of the 
ny edition is unchanged from the 
gular edition. 


town-Forman in Drive 
br New King Blend 


Srown-Forman Distillers Corpo- 
is promoting its new King 
ck Label blended whisky in a 
npaign starting in current issues 
list of national magazines 
ng American Magazine, Es- 
Liberty, Redbook and Sports 


page, full-color advertise- 
feature illustrations by lead- 
lerican artists, with copy for 
€ etire campaign limited to the 
ni! “Be Right—Drink Light,” 
tinctive lettering across the 
the illustration, and the 
“Light as a Whisper,” be- 
e full-color reproduction of 
g bottle. Ruthrauff & Ryan, 

), is the agency. 
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ARGEST AUDIENCE 
i. the Business Field 
(400,000, all net paid) 


advertising Age, September 13, 1943 


Dailies Granted 


Extra Newsprint 


Washington, D. C., Sept. 7.—The 
WPB Printing and Publishing Di- 
vision today reported that 78 news- 
papers have been awarded supple- 
mental paper rations totaling 4,427 
tons in the first list of third-quarter 
appeals under Limitation Order 
L-240. 

This list, made up entirely of 
small grants, in no way indicates 
the number of appeals or amount 
of paper that will be granted for 
the quarter, WPB explained. It is 
believed, however, that the list rep- 
resents about a quarter of the ap- 
peals before the division, with the 
larger appeals not yet decided. 

Largest grant in this third quar- 
ter list was 419 tons to the Norfolk 


Newspapers, Norfolk, Va. The Salt 
Lake Tribune and Telegram re- 
ceived 390 tons; the San Antonio 
Express Company, 327; Honolulu 
Star Bulletin, 325; Florida Times- 
Union, Jacksonville, 289; Tribune 
Company, Tampa, 281; Journal 
Publishing Company, Portland, 
Ore., 200; News-Sentinel, Knox- 
ville, Tenn., 199; Daily Independent, 
Richmond, Cal., 182; Evansville 
Printing Corp., Evansville, Ind., 175, 
and Youngstown Vindicator, 
Youngstown, O., 108. All others 
were less than 100 tons. 

Third quarter paper allotments 
are 5% below the original pro- 
visions of L-240, which called for 
100% of 1941, or an estimated 5% 
cut. In the second quarter WPB 
granted 57,692 tons of supplemental 
paper to 228 applicants after giving 
66,362 tons to 263 papers in the 
first quarter, 


Furniture Groups 
Protest Container Ban 


Four major trade groups in the 
furniture field protested in a joint 
statement issued in Chicago re- 
cently against a proposed WPB 
order prohibiting the use of fiber 
containers in shipment of many 
articles of furniture. 

The groups, the National Associa- 
tion of Furniture Manufacturers, 
Southern Furniture Manufacturers’ 
Association, National Retail Furni- 
ture Association and National Asso- 
ciation of Bedding Manufacturers, 
said the order would virtually stop 
furniture production by enforcing a 
return to the old method of crating. 
Shortage of wood and manpower 
make this alternative method im- 
possible now, the associations con- 
tend. 
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Frigidaire Names Two 

Frigidaire Division, Dayton, has 
named H. F. Lehman assistant gen- 
eral sales manager in charge of 
appliance and commercial sales and 
service departments, and L. A. 
Clark assistant general sales man- 
ager in charge of all advertising, 
sales promotion and training. Mr. 
Lehman was formerly manager of 
the Frigidaire commercial and air 
conditioning sales division, and Mr. 
Clark was advertising and sales 
planning manager. 


A DIRECT MAIL 
-'ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 


607 S. DEARBORN ST. CHICAGO 


* 


* 


LONG AGO The Oregonian picked hundreds of “neighbor” correspondents, situated throughout 
Oregon and southern Washington, to report local news of their communities. Their 
dispatches appear every day on a special page make-up in each of The Oregonian’s 
out-state editions. 


So conspicuous is this “local” respect, now of years standing, that the University of Missouri 
School of Journalism, in its Honor Award citation to The Oregonian, was aroused to 
state: “,.. more than a city news paper —a tradition in the Northwest and a part of 

the life of the region”, 


Here is area-wide influence that makes sales for you in the city, suburban and 
“all other” areas of every buying section—at one and the same time. And, in The 
Oregonian your advertising gains added influence through the dignity, power 
and respect of the newspaper itself. Consider these exclusively Oregonian 

facts in your Pacific Coast selling plans. 


—e ggembeed 


The Great Newspaper of the West 


PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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Starts Food Feature 


Starting with the October issue, 
the American Magazine is launch- 
ing a new feature called “On the 
Food Front,” planned as a service 
contribution to report on latest 
developments in the food field that 
will interest and aid the consuming 
public. 


Sterling Names Agency 

Sterling Offices Ltd., New York, 
reinsurance intermediary and man- 
ager, has appointed Parker-Allston 
Associates, New York, to handle its 
account. W. C. Rhodes is account 
executive. Local insurance busi- 
ness papers will be used. 


Uses Canadian Dailies 


Canadian Legion cigarets, prod- 
uct of W. MacDonald, Inc., 
Montreal, is currently using space 
in Canadian dailies. Stanfield & 
Blaikie Ltd., handles this advertis- 
ing, as well as other MacDonald 
ines. 


ARE YOU SELLING THEM EFFECTIVELY? 


t3 


| OUT OF 


. 
You should have expert counsel 
on how to reach the growing 
$7 Billion Negro Market. Consult— 
. 

DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
545 Fifth Avenue + New York, N_ Y. 


EVERY 10 
AMERICANS 
1S A NEGRO 


Baking Insurance 
Is New Pillsbury 
Campaign Theme 


(Picture on Page 63) 

Minneapolis, Sept. 8.— Baking 
insurance, something new in the 
milling industry, will be launched 
by Pillsbury Flour Mills Company 
this fall, with a guarantee covering 
the cost of every ingredient in- 
cluded in any good recipe using 
Pillsbury’s Best flour. 

Pillsbury’s Guaranteed Baking 
plan will be promoted from coast 
to coast in color and black-and- 
white advertisements in national 
and women’s service magazines, 
farm papers, newspapers and radio. 

The new insurance plan is in step 
with the national food conservation 
program, the company feels, be- 
cause it helps consumers conserve 
food, and helps grocers sell more 
of the ration-free foods. Retailers 
assume no extra burden through 
the plan, all details being handled 
by Pillsbury’s Cooking Service. 

“If the consumer doesn’t agree 
that she: gets better baking results 
with Pillsbury’s Best than with any 
other all-purpose flour,” the com- 
pany says, “all she has to do is to 
write Pillsbury’s Cooking Service, 
Minneapolis, listing the cost of the 
ingredients she has used with Pills- 
bury’s Best in her recipe—and the 
cost will be refunded to her.” 


Grocers throughout the country 
will be furnished with attention- 
getting display material featuring 
Pillsbury products, including a full- 
color recipe dispenser. 

McCann-Erickson is the agency. 


Ed Grossfeld Joins 
Agency as Vice-President 
Edward A. Grossfeld, formerly 
advertising manager of Baskin 
Clothing Company and assistant ad- 
vertising manager of Hart, Schaff- 
ner & Marx, has joined the Kalom 
Company, Chicago agency, as vice- 
president and account executive. 
Mr. Grossfeld, who is vice-presi- 
dent of the Chicago Federated Ad- 
vertising Club and past president 
of the Advertising Managers Club, 
was advertising manager of The 
Hub and of Alfred Decker & Cohn 
before joining Hart, Schaffner & 
Marx. 


Accepts OWI Post 


Walter E. Anderson, former ad- 
vertising manager of J. N. Adam & 
Co., Buffalo, N. Y., has joined the 
Overseas Division of the Office of 
War Information. 


Names Duane Jones 


Grocery Store Products Mfg. 
Company, New York, has appointed 
Juane Jones Company, New York, 
to direct advertising for Cream of 
Rice. 

rmulated. 


Since WHK went all Mutual—Rosie’s given up food for lunch 


eeruaey. we understand that very few of 
Cleveland's well-fed war workers have given 


up eating to listen to the many new Mutual shows 


over WHK. 


But it is true that with all this exciting new Mutual 


entertainment bouncing around on the local air for 


the first time... 


humming community are being tuned to WHK. 


And you can bet your last zinc penny that this 


a lot more ears in this war- 


watch in these 


station — which is already Retailers’ Choice in 


Cleveland*—is now more than ever the one to 


here parts! 


*Retailers’ Choice? You bet. Cleve- 


land merchants 
than any other leading station— 


use WHK more 


and they’re not fellows who throw 


away a dollar unless they can see 


two come floating back, either! 


RETAILERS’ CHOICE IN CLEVELAND 


Represented by Paul H. Raymer Company 


United Broadcasting Company, also operating WCLE, Cleveland, & WHKC, Columbus 


Advertising plans are being | 


Os ale , 
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Getting Personal 


Leon Goldstein, WMCA press-publicity head, who discoursed . 
finer points of his profession at the New York University radio 
shop spring session, will do likewise at the regular semester. . 
erick B. Duncan, v.p. of Fuller & Smith & Ross, New York, ha: 
appointed vice-chairman of the Advertising and Selling Course | 
mittee of the Advertising Club of New York, which opens it: » 


year Oct. 18. . . 


Bill Maloney, publicity chief of BBDO, New York, and Mrs. Ma’ 
are the parents of a third daughter. 


after a two weeks’ vacation in 
the Catskills. Two other BBDO- 
ers also will include additional 
$350 exemptions on their next 
income tax reports. Dan O’Grady 
of the outdoor ad dept. greeted 
a second baby, christened Dan 
Jr., and time buyer Jack Moore 
became a father for the third 
time, this time a daughter. Berta 
Parish, in the copy research 
dept., became a Mrs. when she 
said “I do” and married Navy Lt. 
Karl A. N. Sorensen at her aunt’s 
home in Scarsdale, N. Y.. . 


E.P.H. “Jimmy” James, former 
director of publicity and pro- 
motion for the Blue Network, is 
now a captain in the Army, he 
reports from his post in Harris- 
burg, Pa. Jimmy left the Blue in 
August °’42 to accept a commis- 
sion as a lst lieutenant. . . 

Harriet E. Raymond, ad. mgr. 
of Celanese Celluloid Corp., who 
began her career with the com- 
pany as an errand girl, is so well 
versed on the subject of plastics, 
that recently for the second time 
she gave a talk on the subject 
over the Blue Net... 


On Sept. 24, one of radio’s 
longest-run quiz shows, Phar- 
maco’s “Double or Nothing,” 


heard on the Mutual network for 
Feenamint, will begin its 4th 
consecutive year. The occasion 


Bill returns to his duties Se, +, |, 


‘TINY’ RETURNS 


Merle S: Jones, KMOX manager, unlocks 
the door of Chester "Tiny" Renier'’s 
office on his return after a year with 
CBS, New York. "Tiny" has returned to 
the St. Louis station to head a new com. 
bined program and sales department. 


will be duly noted when Mutual’s president, Miller McClintock, and 
Jack Alicoate, publisher of Radio Daily, speak as guests on the 156th 
broadcast marking the beginning of another year. . 


Carroll Rheinstrom, exec. v.p. of Macfadden Publications, is said 


to have a collection of pipes which for size and weird shapes puts tof 
shame the combined assortments of such pipe fanciers as Bing Crosby, 
Chas. E. Dawes and Sherlock Holmes. 


. . Bryan Lee, publicity director 


for M-G-M pictures, has leased a large suite at 105 E. 53rd St., New 


York. Mr. Lee's 


DEVELOP NEW AD MEDIUM 


Gus K. Bowman, left, of Byer & Bowman, Columbus, O., 
volunteer agency for war bond promotions, and Paul 
Kelly, Capital Finance Corp., publicity chairman, admire 
the new parking meter medium developed for carrying 
war bond messages for the Franklin County War Finance 
Committee's part in the 3rd War Loan drive. 


wife is a feature 
writer for King 


Features Syndi- 
cate... 

Verne E. Bur- 
nett, General 


Foods v.p., is au- 
thor of a new book 
titled ‘‘You and 
Your Public,” his 
second in three 
years. Mr. Burnett 
will soon give 
away his daughter 
Katherine Ellen in 
marriage to Lt 
Arthur Howard o! 


the Army ai! 
forces. . Milton 
M. Hermanson, 
copywriter with 
Shappe - Wilkes 
Advertising 
Agency, New 
York, is probably 
one of the most 
prolific letter-to- 


the editor wr ‘ers 


in the country, ind 


opines that while the Times is hard to crack, the Herald Tribune is the 


toughest. .. 


Don Francisco, who resigned from Lord & Thomas when the U. 5 


declared war, to devote full time to his duties with the Office of C 
dinator of Inter-American Affairs, has been appointed assistant c 


= = 
‘ ‘ 


dinator of the agency, headed by Nelson A. Rockefeller. . . 

John Murphy, publicity director of WCKY, Cincinnati, came to ‘he 
big city recently chaperoning Joan Hyldoft, selected as Cincinn. ‘!s 
entry in the Miss America contest at Atlantic City. CBS helped :et 
a supper party together at the Hotel New Yorker, where the beaute 0us 
gal gave a first-rate exhibition of ice skating. Bill Thomas, Y&R r: 10 
director, and Joan Lane of CBS danced to the strains of Johnny Lorgs 


orchestra. 


Kendall Foster, publicity director of Wm. Esty & Co., jus 


smoked, dined and enjoyed the ice show. Mel Spiegel roamed aroi " 
helping Murphy see that everyone was having a good time. 

The Los Angeles Examiner’s fats salvage drive conducted am 
employes garnered 630 pounds of waste fat in two days—enough 
the usual processing procedure for 1,471,680 injections, 1,260 pou 
of explosives or 97,650 bullets. Winner in the competition was G. W. 
Hawley, classified salesman, whose prize was a huge cake baked and 


presented by Prudence Penny... 


Frank Gannett, head of the Gannett Newspapers, was presented w th 


the Public Service Award of the Citizens Public Service Display 
1943 on behalf of the Rochester Times Union for the paper’s “editori: 
leadership and local news coverage in the interest of efficiency a” 
economy in state and local government”. ... 
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‘CHILD LABOR’ 


BOYS 


(il) ARE NEEDED IMMEDIATELY 
i BLD FIGHTING AIRPLANES 


. if you are between 16 and 
Hf you are not attending school 
- want to do your patriotic duty «. can earn good mon jae 
igore 0 trade with a future. COME ‘i ONCE TO HELP 


. THUNDERBOLTS + LIBERATORS - HELLDIVERS 


hed Many Other Famous Army = ay Fighting and Bombing Airplanes. 


\S 
16 


wy end poy you 


0 WOMEN ALSO WaNTED _l¢ ‘ 


> KELLETT 


FS Ned AIRCRAFT — : 


fe Ses] 


Without enough men and women to fill 
its expanding plants, Kellett Aircraft 
Corp., Upper Darby, Pa., has turned to 
schoolboy labor in this new display “help 
wanted” copy. School boards are being 
asked to revise hours so boys can work 


four-hour shifts mornings or afternoons. | 


Asks Dailies to 
Give ‘Help Wanted’ 
Ads High Priority 


(Continued ‘from Page 1) 


have learned during the past six | 


that the 
productive 


Mr. 
are 


Buck said, 
the most 


months, 
dailies 


media for securing new employes. | 


Kellett has had this experience, he 
added, and 


emergency advertisement. 
“Last week, the WPB 


of white paper, which forced the 
newspapers into an unwelcome and 


unwholesome rationing program,” 
he continued. “In establishing their 
rationing, the newspapers’ are 


allotting their space on a percentage 
basis to the accounts which ap- 
peared in the papers during the 
same period a year ago. In addi- 
tion, they have decided that no 
industrial help wanted advertising 
can be accepted until such time as 


they are given. sufficient paper) 
from the government to operate 
without rationing ‘their regular | 


advertisers.’ 

“T appreciate the fact that news- 
papers — and all business — must 
protect the interests of the accounts 
with whom they do the most busi- | 
ness. Under ordinary circumstances 
we would do the same thing. How- 
ever, the lack of new personnel in 
our plant and in the shipyards and 
airplane companies in Philadelphia 
means an automatic slow-down in 
production. We cannot get adver- 
tising space from the newspapers, 
which means we cannot get new 
employes in the quantity and qual- 
ity to meet our demands. In 
essence, this evolves to the effect 
that the newspapers, shutting off 

lvertising, are thereby assuming 
the responsibility for slowing down 

ir production in the Philadelphia 
ea, 


Believes Claim Legitimate 


‘We have a selfish but entirely 
tified business reason for want- 
g to protect the financial invest- 
ent we made in the Philadelphia 
wspapers during the past several 
mths. You appreciate the con- 
nuity effect of advertising and will 
ree that our advertising becomes 


gressively more effective in ratio 
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to the frequency of our insertions. 
On these grounds, we feel that we 
have a strong and legitimate claim 
for sincere reconsideration on the 
part of the Philadelphia newspapers 
in allotting their space to us.” 

Mr. Buck said he could foresee 
“the very definite possibility that 
the War Production Board and the 
War Manpower Commission might 
insist that the newspapers bend to 
a priority system of rationing ad- 
vertising. 

“Newspaper advertising today is 
an essential commodity for the most 
direct, economical and _ efficient 
operation of all war industries,” he 
added. “For this reason, it is logi- 
cal to assume that if the govern- 
ment recognizes our problem it 
might tell the newspapers to honor 
our copy to the exclusion of all 
other copy. As a _newspaper_man 


I can see that this would make a 
very expensive complication for 
every newspaper. 


Copy Refused 


“The newspapers refuse us copy 
on the grounds that they must pro- 
tect their old accounts. In a recent 
issue, however, I note that there is 
considerable space devoted to ad- 
vertising of pianos, fur coats, photo- 
graphic services, root beer, new 
dental plates, ‘learn to dance the 
rhumba,’ a popular 10c magazine 
(which itself rations space), per- 
fume, skin lotion, ice cream, travel 
and resort, rupture, cockroach pow- 
der, false teeth, funeral directors, 
public auction sales, etc. There is 
enough space in any one edition of 
any of the Philadelphia newspapers 
now being devoted to the sale of 


the above objects which if prop- 


erly directed would provide the war 
industries with a thousand new 
employes within the next three 
days. 

“Do we need one thousand new 
employes or do we have to sell 
cockroach powder? Do we need 
airplanes or do we want to dance 
the rhumba? Are our ten million 
boys in Europe, Asia and Africa 
wanting war munitions or per- 
fume?” 


Magazines Take Space 


National magazines, which cannot 
accept all current advertising 
offered them, likewise are taking 
large space in Philadelphia dailies 
for their own copy, he pointed out. 

Kellett has discussed its problems 
with the newspapers, explaining 
that its space needs are not large 


when all advertisers are consid- 


57 


j}ered, but that “their answers are 


inferences in which we can’t place 
much confidence.” 

The public relations director said 
he was certain that if all newspa- 
pers provided a suitable, self-organ- 
ized rationing plan to take care of 
industrial help wanted advertisers, 
“they would avoid the difficulties 
of a cold, positive rationing pro- 
gram set up and executed by the 
government.” 


Ignat Promoted 


Joseph A. Ignat has been named 
advertising manager of U. S. Auto- 
matic Corporation, manufacturer of 
screw machine products, Amherst, 
O. He formerly edited “Chips,” the 
company’s house organ. A cam- 
paign in business papers is being 
planned. 


— 


recently built up a} 
backlog of applicants with a single | 


informed | 
the newspapers that it could not | 
supply more than a given amount | 


; WHO ADVERTISED WHAT 


IN THE LAST WAR? 


Many moamufacturers and their advertis- 
} G@gencies are trying to remember what 
» competition did 25 years ago. 

‘ow much simpler it would be if every 
® of these manufacturers had a clipping 
k for the war years that showed al! edi- 
al publicity and competitive advertising. 
We can help you build such a permanent 
ord for the years to come, at a remark- 
ly low cost. 


Just ask for Booklet No. 20. 
N'S CLIPPING BUREAU 


ess FARM GENERAL 
RS PAPERS MAGAZINES 


| 
| 


| 
| 
| 
| 


| 


| 


Down in KWKH-Land—that rich area of East Texas-North Louisi- 
ana-South Arkansas—incomes are growing by leaps and bounds as 
the major industries such as oil and natural gas, cotton, livestock, 
lumber and the ever-growing war industries are meeting today's 


ONEY DOESN'T GROW ON TREES 


but sales are growing faster in KWKH-Land! 


challenge for greater output, faster. 


What does this mean to manufacturers and distributors? First 
of all it means sales now in a market where people are ready to 
buy. But it means building sales for the future. 

You can invest your advertising dollars here with assurance of 
You, too, can do as scores of alert advertisers are now 
doing—cover this rich market with KWKH, the CBS 50,000 watt sta- 
It's the preferred station for advertisers and listeners alike. 


results. 


tion. 


Ask the Branham Company for further details. 


CBS 50,000 WATTS 


KWKH 


A SHREVEPORT TIMES STATION 


SHREVEPORT, LOUISIANA 


The 
SELLING 
POWER 
in the 
BUYING 
MARKET 
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Studebaker Series 


Builds Good Will 
in Farm Market 


(Continued from Page 1) 


on “Care and Maintenance of the 
Farm Truck,” of which nearly 
100,000 have already been dis- 
tributed, Studebaker has _ under- 
taken to mobilize all possible aid 
for farmers in the maintenance of 
their transportation facilities, so 
vital a part of the “Food for Vic- 
tory” campaign. Demand for the 


$2 a Show 


for a brand-new, open-end 
detective mystery serial. 


PROGRAM WORRIES DISSOLVE 
when you buy AIRPAK’S 


“QUIET, PLEASE!" 
@ top show for a bottom price! 


Carl Euloah Riblet, Jr. 


Room 532 at 53 West Jeckson Blvd. 
Chicago—Phone STATE 2275 


| 


booklet, whose technical excellence | 


aas been praised by authorities in 
all lines related to farm produc- 
ion, has been so heavy that another 
100,000 edition is now in produc- 
tion. 

Launched with double - page 
spreads, pages and half-pages in a 
long list of August farm papers, the 
Studebaker campaign drives into a 
field where the name has been a 
household word for almost a cen- 
‘tury. Studebaker farm wagons and 
buggies were made for generations, 
beginning in 1852, and farmers and 
their families are again being re- 
minded that Studebaker is keenly 
interested in serving their transpor- 
tation needs. 


Plans Postwar Expansion 


Although the company has been 
active in the truck field for a good 
many years, it is no secret that it 
is planning heavy extension of its 
truck operations after the war. 
Studebaker dealers, like all other 
automotive units, are heavily loaded 
with service work at this time, so 
that the campaign is not primarily 
intended to build volume for them. 
It is a service program for the 
farmers to maintain and increase 
Studebaker good will and accept- 
ance in the important farm market, 
against the day when passenger 
cars and light and medium trucks 
will again be rolling from the as- 
sembly lines. . 

Studebaker’s current impressive 
war production program includes 


SPONSORED BY THE EDITORS OF TIME 


The show that had over 10 million ears last year... 


The show that climbed 14 points to a Crossley rating 
of 21.4 in one season...! 


THE MARCH OF TIME 


is back on the ait/ 


FROM THE SOLOMONS... 
FROM WASHINGTON... 
FROM LONDON... 

FROM MOSCOW... 

FROM CHUNGKING... 


and from the very walls of ‘‘Festung Europa’’ come the 
voices of the men and women who make the news... 
from wherever news is made...at... 


10:30 P.M. EWT EVERY THURSDAY NIGHT OVER THE RED NETWORK 


SPONSORED BY THE EDITORS O 


vur WEEKLY 


NEWSMAGATINE 


not only Wright Cyclone engines 
for the Boeing Flying Fortress, but 
also heavy-duty multiple - drive 
military trucks, and its experience 
in the manufacture of this type of 
vehicle is capitalized in its adver- 
tising, to strengthen its position as 
a builder of commercial transpor- 
tation equipment. 

R. G. Hudson, manager of the 
Studebaker truck division, and an 
automotive merchandiser of many 
years’ experience, explained to 
ADVERTISING AGE that while from 
1935 to 1938 Studebaker made a 
general line of trucks, with load 
capacities ranging from % ton to 3 
tons, its more recent prewar pro- 
gram featured light and medium 
trucks, with load capacities from % 
to 1% tons. Its postwar production 
will be centered on this type of 
truck, so that it will be closely 
related in many details to its 
passenger car operations. 


Broad Service Stressed 


The broad character of the Stude- 
baker truck maintenance program 
in the farm field is indicated by its 
emphasis upon the necessity of 
service for all types and makes of 
trucks, and Studebaker dealers are 
urged to cooperate in obtaining 
parts for all trucks, regardless of 
make. Since many farmers are in 
a position to handle their own re- 
pairs, the job is largely one of 
speeding up the service which farm 
trucks must have in order to main- 
tain the transportation facilities 
which are so vital to farm proeduc- 
tion in wartime. 
| In its initial copy in farm publi- 
cations Studebaker undertook to 
;explain the various ways in which 
|the transportation crisis could be 
| successfully met by farmers and 
| farm truckers. It urged the avoid- 
ance of part loads, cross-hauling 
and duplications wherever possible, 
and continued: 
| “One good plan, in effect in many 
| areas, is to join with neighbors or 
other truckers to make up full 
loads. And when part loads are 
hauled by commercial truckers, it’s | 
advantageous to schedule shipments 
as far as possible in advance. 

“Under the ‘Food for Victory’ 
program, the farmer’s time, more 
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AIDS FOR WAR MESSAGE PROGRAM 


943 


USE IT UP, 
WEAR IT OUT, 
MAKE IT DO, 
OR DO WITHOUT 


A roof under your feet 


SHORT CIRCUIT 


That's what ceiling prices are. They 


ahead without fear that next week or next month the 
prices of things you need will be way up. 

But ceiling prices will work only if you personally 
make them work. They are for your protection. But they 
also are for you to observe and for you to enforce. 

Know the ceiling prices of what you buy. Insist on 
seeing them prominently displayed. Buy only at ceiling 


prices. 
Protect ceiling prices . . . and they'll protect you! 


wage earner, farmer. When one charge: 
a little more . . . the others have to. 

Makes no difference where the circuit starts. Farme, 
or wage earner or businessman. The circuit is alway, 

ed ... and everyone has to pay higher prices. 

As one of these 3, you may think that when you charge 
a little more, you're just “making things even.” But wo 
day, even a small rise in prices or wages is passed on 
quickly . . . right back to you! War has made it « shor: 
circuit. 

This kind of short circuit can give you a nasty shock 
and make everything go black . . . i img your future 


security. 
To avoid it, help keep prices down by keeping your 
prices down! 


<—SS SSS SS SS SS ee eee 


ECONOMIC STABILIZATION 


OFFICIAL WAR MESSAGE WO 1! 


Want to Keep Prices Down? 


Of course you do! So do all of us. You can be a big help 
if you'll just remember this: 

You can't keep prices down by passing the buck. Every- 
one has to make necessary wartime sacrifices. It's up to 
each one of us... not “the other fellow”. 

Because of the war, there's less of almost everything 
to go around . . . but more money to buy those things. 
So if we all try to buy them, prices are bound to go up. 

Buy only what you really need and put the money you 
save to work helping win the war. 

You can keep prices down if you: use it all, wear it out, 
make it do, or go without. Pay your debts. Pay your taxes. 
Buy more bonds and Smash the Axis! 


pee ewww www ee eee eee e 4 
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ECONOMIC STABILIZATION 


ee 


ECONOMIC STABILIZATION 
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OFFICIAL WAR MESSAGE WO 12 


How to say “No” to Yourself 


When you're tempted to buy something vou don't really 
need .. . remember all the things our boys are going with 
out. It will help you go without, too. 

When you're tempted to pay more than ceiling prices, 
or to patronize a black market, of to profit from the war 
in any way ... remember the sacrifices our men in uniform 
are making. It will help you make sacrifices, too. 

Remember that the only sure way to keep prices down 
is for you to: use it all, wear it out, make it do, or go with 
out. Pay your debts. Pay your taxes. Buy more bonds and 
Smash the Axis! 


peer ee wee mee ee eee 


ECONOMIC STABILIZATION 


The Magazine Marketing Service, in cooperation with the War Advertising Coun. 

cil, has produced these four Economic Stabilization messages, part of a series of 

20 copy blocks for insertion in advertisements in line with the "war message in 
every ad" program. Advertisers may use them in any style or form desired. 


program has been carefully mer- 
chandised to dealers to enable them 
to use all of the services developed 
by Studebaker as a means of 
strengthening their position with 
farmers and other important groups 
of truck owners. 

The strategic importance of the 
farm truck market is developed in 
the dealer material issued by 
Studebaker, in which it is pointed 
out that farmers represent the 
|largest segment of the truck mar- 
|ket. ODT reports, Studebaker tells 
\its dealers, that 1,100,000 farm 
|trucks were registered under the 
|Certificate of War Necessity pro- 
gram, 23% of the total number of 
registrations. 


Media Used 
The publications which are carry- 


ing the truck maintenance cam- 
paign to the farm field include 


than ever, is at a premium. This| American Farm Youth, Capper’s 
makes it important to expedite the | Farmer, Cooperative Digest, Coun- 
loading and unloading of farm|try Gentleman, Farm Journal and 
products trucked to market, ware-|Farmer’s Wife, 


4-H Club News, 


house, elevator, terminal or proc-|Hoard’s Dairyman, Nation’s Agri- 


|essing plant. 


culture, National Grange Monthly, 


“If you run a store that sells | National Live Stock Producer, Pro- 
| farmers’ supplies, remember how | 


important every farmer’s time is 


right now to the success of the war | 


|effort. Don’t keep him 
Unnecessary delays may mean 
| full day lost from his farm work. 


Urges Prompt Attention 


| “Repair parts sometimes take 
| time to get. Many car and truck 
dealers know this and are encour- 


aging their farmer friends to get |has increased its subscription rates, 


gressive Farmer 
Farming. 


Roche, Williams & Cunnyngham, 


and Successful 


waiting. | Chicago, is the Studebaker adver- | 
a|tising agency. 


‘Times Herald’ Increases 
Its Subscription Rate 
The Times Herald, Carroll, 


la., 


in touch with them when they need | effective immediately, to 20 cents 


a certain part. This 


Saves 


Editorial Awards 
to Be Presented 


New York, Sept. 9.—The winners 
in Industrial Marketing’s _ sixth 
annual competition for editorial 
achievement by business paper edi- 
tors will be announced Sept. 13 at 
meetings of the Industrial Adver- 
tising Association of New York and 
the Chicago Industrial Advertisers 
Association. 

Nineteen awards will be pre- 
sented to the editors whose work 
received recognition in the follow- 
ing six classifications: 1. For the 
best series of articles; 2. For the 
best single article; 3. For the best 
single issue of special purpose; 4 
For the best illustrative treatment; 
5. For the best published research: 
6. For the greatest improvement in 
format and general appearance. A 
special award will be made in the 
last division for refinement of for- 
mat of a publication of outstanding 
typographical excellence. 

Presentation of the awards at the 
New York meeting will be made by) 
G. D. Crain Jr., publisher, Indus- 
trial Marketing, and at the Chicag 
meeting by Ralph O. McGraw, edi- 
tor of the publication. 


‘Mills Names Agency 

| The Spring Cotton Mills, Lancas- 
iter, S. C., has named Anderson 
| Davis & Platte, Inc., New York, as 
lits agency. 


Joins Newell-Emmett 


John G. Schneider, formerly ac- 


the | weekly by carrier, $7 a year by| count executive with Addison Vars, 


'farmer a special trip to town look- | mail in Iowa, and $8 a year outside |Inc., Buffalo, has joined Newell- 
ing around for what he needs to |the state. 


keep his truck in operation. 

“And when a farmer has to come 
| in for a repair job that he can’t 
handle himself, thoughtful dealers 


see that the work gets prompt 
attention. 
“Many dealers find it possible | 


also to locate used trucks, that have | 


been idle or in part-time use, for 
| sale to farmers. Many also support 


plans for enlisting owners of non- | 


farm trucks for emergency farm 
needs. Many are cooperating with 
county USDA war boards and other 
farm agencies and organizations in 
easing the farmers’ 
problems. . . 


transportation | 


“Should you need spare parts for | 


your truck, whatever make, the 
nearest Studebaker dealer is ready 


to supply them or will attempt to | 


get them for you—and his expert 
mechanics will put your truck in 
sound condition at moderate cost. 
“Should your truck require ad- 
iustments and repairs, your Stude- 
baker dealer will give you a check 
list of what’s reauired—and a 
careful cost estimate in advance. 
Should you have a truck you do 
not use, the Studebaker 
Placement Plan will help you locate 
an essential full-time user for it— 
or will help vou find an extra truck 
for a replacement if you need one.” 


Merchandised to Dealers 


Studebaker includes full infor- 
mation in farm maintenance 
booklet regarding the Certificate of 


its 


War Necessitv issued bv the Office 
of Defense Transportation, which 
must be carried on trucks at all 
timoc Neclerc eciet in ohtaining 


certificates and also supply holders 
in which to carry them. The whole 


Truck | 


Emmett Company, New York. 


STATION 


IN THE WEST 


CLEAR CHANNEL STATION 


KE 


OF LOS ANGELES 


park ©. 


N. B.C. AFFILIATE © 


Ine. 


EDWARD PETRY & CO., National Representatives 
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Store Exhibit Copy in Reverse 
Sells Jobs at Features New 
Armstrong Plant Lambert Campaign 


(Picture on Page 63) New York, Sept. 9.—Using a 
ancaster, Pa., Sept. 9.—Oncej| unique, refreshing new copy ap- 
again stepping forward to apply|proach for its Listerine shaving 
intensive advertising and promotion | cream, Lambert Pharmacal Com- 
to solve its manpower problems, | pany, St. Louis, has inaugurated a 
armstrong Cork Company has | new advertising campaign, with 
leased the first floor of a former | initial full-page black and white 
department store building here for advertisements appearing in cur- 
wn exhibit of its wartime, as well as | rent issues of Collier’s, Life and The 
‘ts peacetime products, to sell men | Saturday Evening Post. The sched- 
and women on the idea of working} ule calls for monthly insertions, 
‘its plant. with possible addition of other pub- 
a arly this year, with war indus-|lications and pulp magazines. 
tries bidding for workers, Arm-| Illustrating the frowning face of 
strong went all-out and blanketed | a bewhiskered gent about to lather 
the community with full-page|up, the advertisement carries the 
newspaper advertisements seeking 


| startling caption, 


“Are you inter- 
ested in a shaving cream guaran- 
teed not to make shaving a pleas- 
ure?” Copy then adds, “Men, here 
is a product dedicated to the propo- 
sition that shaving is a nuisance 
and a bore!” 


It’s “No Fun” 


“Pleasure is too much to ask of 
any shaving cream,” says the ad- 
vertisement, “because no matter 
how you slice ’em, whisking off the 
whiskers is no fun.” A _ preceding 
paragraph asserts that while there 
is comfort and solace in the big 
seagreen and white tube of Lister- 
ine shaving cream, there is no 
pleasure. 

Martin Horrell, of Lambert & 
Feasley, agency handling the ac- 
count, wrote the copy for the new 
campaign. 


HOLC Copy Sells 


3,000 Homes 
During August 


New York, Sept. 8.—-Backed by | 


advertising in 63 newspapers 
throughout this region, the three- 
month campaign of the Home Own- 
ers’ Loan Corporation to sell 10,000 
homes is proving an unqualified 
success, according to J. Stanley 
Baughman, deputy general manager 
of the New York regional office, in 
charge of promotional activity. The 
goal of 3,000 home sales during 
August was passed in the first 
month of the campaign which fea- 
tured more than 1,200 property 
advertisements in seven’ eastern 
states. At an average of $5,000 per 
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home August sales totaled $15,- 
000,000. 

Financed by the U. S. govern- 
ment, the program is the first paid 
advertising used by HOLC in this 
|region. United Advertising Agency, 
Newark, handles the copy, placing 
two insertions a week in each news- 
paper. 


NBC Account to JWT 


The National Broadcasting Com- 
pany has appointed J. Walter 
Thompson Company, New York, as 
its advertising agency. The new 
agency appointment follows Foote, 
Cone & Belding’s recent withdrawal 
as agency for NBC and the Blue 
Network, inaugurating a policy not 
to service media accounts (AA, 
Aug. 16). 


new employes. The company is 
busy making aircraft assemblies, 
shells, incendiary bombs, camou- 
flage netting and other war mate- 
rials. 

Radio also was tried out and after 
small-scale tests showed good re- 
sults, the company added heavy 
radio schedules, often using as 
many as 15 to 20 announcements a 
day on individual stations. Car and 
bus cards, panel posters, direct mail 
and a mobile employment office—a 
big trailer—helped bring in em- 
ployes. 


Work Is Dramatized 


Preceded by a half-hour radio 
show on the previous night, Arm- 
strong then opened an elaborate 
display in the former department | 
store building on the city’s main 
square. Booths show actual sam- | 
ples of war materials now manu- 
factured by the peacetime linoleum 
maker, and photographs, pairtings 
and sketches dramatize the work. | 
The display is considered highly | 
effective because it shows that 
average people can do an effective 
job in a war plant. This same idea 
has been adopted for the company’s 
latest newspaper copy, with the | 
headline, “You can do it, too.” A 
secondary theme emphasizes the. 
appeal of the wartime pay check. 


an EXCEPTIONAL 
OPPORTUNITY 


WELL - ESTABLISHED, 

profitable advertising 
agency, serving leading national 
accounts, and located in a large 
Eastern city, would like to talk 
to an experienced agency man 
who can earn from $20,000 to 
$25,000 a year, and whose serv- | 
ices after a period of time | 
would be valuable enough to 
warrant his obtaining an inter- 
est in the business. 


is the situation. The 
agency is owned by two prin- 
cipals; one, a creative man, 
who has full charge of the 
copy, art and production end 
of the business; the other part- 
ner spends his time servicing 
clients, plus general oversight 
over media, radio, and account- 
ing. The business has grown to 
the point where these partners 
are desirous of having another 
man who, if he is an outstand- 
ing copy man, could take over 
the responsibility for the copy 
department, thus relieving the 
creative partner for 
and contacting clients. Or, if a 
man could be obtained who 
could relieve the partner who 
is servicing and contacting cli- 
ents, he would be expected to 
take over the direction and su- 
pervision of this type of agency 
activity, at the same time han- 
dling certain accounts himself. 
Solicitation of new business is 
not a problem and is not under 
consideration. 


Here 


| 
| 
| 
| 
| 
| 
| 
servicing 
} 


This advertisement is written in 
the hope that some man who 
qualifies in one of the two di- 
rections above will feel that he 
has enough experience, back- 
ground, and ambition to want 
to look into the situation fur- 
ther. Naturally, in view of the 
compensation available, the man 
cannot in any sense be a “has- 
been”, or lack complete, self- 
supporting initiative. Letters 
will receive confidential con- 
sideration. Box 4306. Advertis- 
ing Age, 330 W. 42nd St.. New 
York City. 
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The Rechester Times-Union ® The 
The Elmira Star-Gazette @ The Elmira 
ver-Dispatch ® The Utica Daily 
burgh News® The Beacon News ® The 
Ogdensburg Sunday 


- BINGH AMTON 


= 


PRESS 


NED BOMBERS SMAS 


UP, RACE TOWA 


Saved 60,000 Taken, 
ens Sheed! Nazis Flee te! 


fJop Rated Cabin C 


Press @ The 


Binghamton 
Albany Knickerbocker News ®@ The 
Advance News ® The Plainfield. N. J. Courier News @ The Olean Times-Herald 


® The Malone Telegram @ The Danville, Il, Commerc'al News @ The 


see we a 
om Say, 
i <7o8 


+ aA 


Rochester Democrat & Chronicle @ The Hartford. Conn.. 
Advertiser ® The 


Elmira Sunday 
Press @ The 
Ogde 


The Massena Observer 


Telegram ® The 
Ithaca Journal @ The 
‘nsburg Journal ® 


Saratoga Springs 


ER 


Times ® 
Utica Obser- 
New- 


Saratogian ® 
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‘Big Names’ Write 
War Bond Copy 
for N. Y. Stores 


New York, Sept. 


9—A massed | ists 


campaign’s “Back the Attack.” 


The great advertising salvo open- | 


ing the 3rd War Loan will be re- 
peated each Thursday this month, 
on Sept. 16, 23 and 30, for an esti- 
mated total of 400,000 lines. 
Among the widely read column- 
who have contributed their 


barrage of advertising such as New efforts to the unique program are: 
York has never seen before ap-| Arthur Krock and Hanson Baldwin, 
peared in all New York dailies here | of New York Times; Major George 
today in behalf of the 3rd War) Fielding Eliot, Walter Lippmann 


Loan drive. 

The leading 100 metropolitan re- 
tail stores devoted their entire 
space to war bond copy in the 
greatest concerted advertising pro- 
gram the retailers have ever staged. 

A new high in copy originality 
was reached by having the adver- 
tisements especially written by the 
most widely-read columnists of the 
city. Page after page of the dailies 
was dominated by arrestingly dis- 
played messages from the most 
popular analysts, editorialists, and 
molders of opinion. 

The idea was worked out under 
the supervision of J. E. Davidson, 
retail chairman of the War Finance 
Committee for New York state. 

Stores participating included de- 
partment stores, women’s specialty 
shops, men’s wear, jewelry, furni- 
ture and chain drug stores. The 
“bargain” promoted was security in 
the future, to be bought through 
support of the $15,000,000,000 bond 
drive. The featured slogan was the 


EDITORIAL 
Man or Woman 


to handle rewriting and 
assignments for business 
paper. Write fully and in 
confidence to 


Box 4289 


Advertising Age, 100 E. 
Ohio St., Chicago 11, or 330 
W. 42nd St., New York 18. 


| 


} 


and Thornton Burgess of New York 
Herald Tribune; Ed Sullivan and 
George Dixon, of the News; Caswell 
Adams, Fay King, Dan Parker and 
Nick Kenny of the Mirror; West- 
brook Pegler, Raymond Clapper, 
Ernie Pyle, Gertrude Bailey, Ralph 
Hendershot, Joe Williams, Al Wil- 
liams, Burton Rascoe, Harry Han- 
son, Harriet Van Korn, and David 
Dietz, of the World-Telegram; 
H. I. Phillips, George Sokolsky, 
Grantland Rice, George Trevor, 
Wilbur Wood and Ward Morehouse 
of the Sun; Samuel Grafton, Doro- 
thy Thompson, Elsa Maxwell, Jo- 
hannes Steel, Sylvia Porter, Stanley 
Frank, Earl Wilson, and Dovander 
and Player of the New York Post; 
Benjamin de Casseres, Merryle 
Stanley Rukeyser, Leslie Gould, 
Paul Mallon, and E. V. Durling of 
the Journal and American; and 
Harold Parrott, Tommy Holmes, 
Arthur Pollock and John Heffernan 
of the Brooklyn Eagle. 

The unusual tie-up between the 
columnists and the advertisers was 
under the direction of Joseph J. 
Librizzi, retail promotion specialist 
of the War Finance Committee for 
New York state, with the coopera- 
tion of the store publicity directors 
who are members of the Retail 
Promotion Committee: 
of James McCreery & Co., Charles 
Bartlett, of Stern Brothers, Howard 
Kuh, of Ludwig Baumann, I. Leon- 


jard Heuslein, of John David, and 


John Pearl of the Namm Store. 
The advertising campaign is sup- 
plemented by other retail coopera- 
tion with the 3rd War Loan. Each 
of the approximately 50,000 em- 
ployes in the larger shops has been 


Lois Munn, | 


| 


| to 


pledged to sell $200 worth of war | 


bonds to customers, friends or rela- 


tives, beyond his or her personal 
supscription. Most of the stores are 
staging special 3rd War Loan pro- 
motion rallies, both for their per- 
sonnel and for the clientele. 

Elaborate window displays, built 
around the campaign slogan, “Back 
the Attack,” will turn shopping 
centers into concentrated selling 
fronts, on which New Yorkers will 
find it easy to purchase the extra 
$100 war bonds requested of each 
for achievement of the city’s goal 
of $4,168,000,000. 


RUSHES WAR COPY 


Washington, D. C., Sept. 8.—Less 
than four hours after news services 
brought first reports today on the 
surrender of Italy, the Treasury 
war finance division sent a specially 
prepared advertisement in telegram 
form to 1,750 daily newspapers, in 
an effort to tie 3rd War Loan drive 
copy to spot news events. 

The Treasury advertisement, pre- 
pared in cooperation with the Wash- 
ington office of the War Advertising 
Council, contained no cuts, and was 
specially designed so that it could 
be set up in any newspaper com- 
posing room and substituted for a 
regularly-scheduled full-page war 
bond advertisement. 


C. S. PETERSON 

Chicago, Sept. 9.—Funeral serv- 
ices will be conducted here tomor- 
row for Charles S. Peterson, vice- 
president of The Inland Press. He 
died at his home Wednesday night. 

Mr. Peterson began his printing 
career in Chicago in 1887, later be- 
coming owner of a Swedish weekly 
newspaper. In 1899 he organized 
the Peterson Linotyping Company 
and 10 years later bought an inter- 
est in the Regan Printing House. 
Acquiring full ownership in 1915, 
he merged this firm with the G. D. 
Steere Bindery. 


Wemple Appointed 

Jack C. Wemple Advertising, 
Green Bay, Wis., has been appointed 
handle the advertising of Fox 
River Valley Knitting Company, 
Appleton, Wis. 


WHAT'IS THIS MARKET 


cALLED | PANTAGRAPH 


LAND? 


& First of all, it is really two markets—Agricultural and Industrial. Each is 
wealthy—each is here to stay! 


PANTAGRAPH LAND’S 4912 individual farms average 190.8 acres each! In one 


year they produce 32 million dollars’ worth of farm products. 


PAN TAGRAPH 


LAND?’S industries turn out 40 million dollars worth of goods annually . . . have an 


annual payroll of nearly 914% million dollars a year. 


here BEFORE the war, will be here AF' TER the war! 


These farms and factories were 


There’s only one way to reach this rich, dual market—through the pages of the Bloom- 


ington Pantagraph. 


With but one expenditure you can reach every home in Blooming- 


ton-Normal; 84°¢ of the homes in McLean County; 71°o of the homes in the Trading 
Area. 


Che Daily Pantagra 


BLOOMINGTON, ILLINOIS 


GILMAN, NICOLL & RUTHMAN—National Advertising Representatives 


New York Boston — 


Philadelphia — 


Chicago — 


San Francisco 


~~ St 
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The Advertising Market Pla 
The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 
_—e_d 
REPRESENTATIVES AVAILABLE Sie HELP WANTED _ 
Want add’t'l. business paper, Chicago|Man or young woman for edit orig) 
and about 400 mi. radius, for the du-| work on business paper. Must hb» ey. 
ration and perhaps longer. M. M.|perienced and capable of wr ting 
Dwinell, 907A Mdse. Mart, Chicago. _ | news, articles, rewrite, and as:‘ign. 
Experienced trade paper space sales-|™ents. Write giving complete 


man, 
time 


covering N. Y. area, 


seeks full- 


connection with established in- 


dustrial or general publication. Draft 
exempt. 
Bov 4305, ADVERTISING AGE, 


330 W. 42nd Sreet, New York City, 18 
HELP WANTED 4 


- ACCOUNT EXECUTIVE 
Major agey. food exp. $10,000+ 
) > 


COPY WRITER—Agcy. drug exp., $7500 

4 LAYOUT ARTISTS—Open 

COPYWRITER—Agcy. food exp., $7200 

RADIO COM’L. WRITER—Agcy. exp., 
$7500 

eee exp. agcy. 
6500 

COPY WRITER—Gen'l. agcy. exp. 
$5000+ 


RADIO COM’L. WRITER 
ART or PHOTO. 
comm. 


Agcy., $4500 


SALES—$3900 plus 


No obligation to register. 
Fred Masterson 
Sinclair-Masterson Personnel 
310 S. Michigan Ave., Chicago, Il. 


WANTED: ADVERTISING 


and SALES 


PROMOTION MANAGER 


An established chemical 
engaged in essential 
the services of 
produce 
wide 
sold to drug, 
and oil jobbers. 
one or several of these 
be helpful. 
tunity 
business. 
30x 4304, 


a man to 
advertising 
variety of products 
hardware, 


work 


material 


corporation 
requires 
create and 
for a 
which are 
automotive 


Familiarity with any 
fields would 
This is a genuine oppor- 
to connect with an expanding 


ADVERTISING AGE, 


100 E. Ohio St., Chicago, 11 


ARTIST 


2 Top-Notch Artists Required 


One strong on display and 
another for illustration 

Here’s a permanent 
young, fast growing 


ing expenses paid. 


and 

position 
organization 

with a diversified clientele. 


design, and 
layout. 
in a 


All mov- 


In replying, state 


salary, age and draft status. 
COLOR PRINT CORPORATION 
357 East Erie Street 


Milwaukee, 


Wisconsin 


of experience and salary requirem «n+. 
All replies will be held strictly « 
dential. 
Box 4297, ADVERTISING AG 
100 E. Ohio St., Chicago, 11 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positi..»< 
209 S. State St. aoe Chicago, tH, 
POSITIONS WANTED 
BACKGROUND: Over 10 yrs. r 
and free lance adv. exp.; copyw 
to advertising manager. 
FUTURE: Want spot that satisfies ay 
ever-increasing desire to grow 
coupled with immediate, exceptiona) 
earnings, and postwar continuance 
F’ instance: 
e copywriter with nat’l agcy. 
e@ adv. mer. for manufacturer 
e copy chief; retail chain 
Box 4303, ADVERTISING AGE. 
100 E. Ohio Street, Chicago 
Space or radio time salesman. Has 
had experience selling space for na- 
tional magazine. Also has had con- 
siderable experience. as a salesman 
and sales executive in Wall St. Single, 
draft exempt. Can go anywhere. 
30x 4302, ADVERTISING AGE, 
330 W. 42nd Street, New York City, 1s 
Advertising Salesman—magazine trade 
journal experience, A-1 sales record 
available New York territory; draft 


tai] 
ter 


exempt; references. 
Box 4301, ADVERTISING AGE, 
330 W. 42nd St., New York City, 18 


First Love Copywriting but can em- 


brace all adv. & ed. detail. Varied 
exp. Versatile, Organizat’l talent 
Prefer 5-day wk. reas. freedom, ex 


sal, 
in 


Top efficiency, top quality work 
return. 


Box 4300, ADVERTISING AGE 
100 E. Ohio Street, Chicago, 11 
|A skilled commercial artist desires 


free lance work-lettering, spots gen- 
eral finish black and white drawings 
on a free lance basis. What have you 


to offer? 
Box 4305, ADVERTISING AGF, 
100 E. Ohio Street, Chicago, 11 


Mutual Billings Up 
132.6°%, Over 1942 


Mutual Broadcasting 


System 


gross billings for August, 1943, to- 


taled $1,205,240, 
132.6% 


an 


increase of 
over the same month last | pointed Southern representative for 


cumulative billings for 1943 total 
$8,196,967, an increase of 28.4% 
over the like period in 1942. 


Ayer Assigns Peterson 


Robert B..Peterson has been ap- 


year, when the figure of $518,226 | the educational department of N. W. 


was reached. 


The eight months | Ayer & Son, Inc., Philadelphia. 


yin TN 
PRINTING 


Now...more than ever... 


YOU should 
look to Faithorn 


With the war making a big demand on per- 
sonnel, advertising agencies and advertisers 
must look to the best and simplest way to 
handle their production requirements. This 
can be accomplished through Faithorn 
COMPLETE SERVICE —Ad-setting, Engraving 
and Printing, with art work and layouts — 
all under ONE roof. Why send cuts to one 
concern, type to another, blocks away, and 
then give your printing to a firm even 
farther distant? You can cut costs, eliminate 
worry and save TIME, TROUBLEand MONEY by 
having Faithorn do the complete job. Only 
ONE contact and ONE order necessary. Let's 
get together. Write, or phone Wabash 7820. 


Faithorn Corporation 


AD-SETTING 


504 Sherman Street 


- ENG 
« Phone V 


RAVING «+ 


Vabash 7820 - 


PRINTING 
Chicago, Illinois 
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Seven -Point Drive 
for Conservation 
Starts Sept. 15 


(Continued from Page 1) 


of coal and 75,00,000 light bulbs; a 
1( saving in manufactured gas 
would save 1,500,000 barrels of fuel 


Full scale conduct of the war 
demands that important savings be 
made in coal, petroleum products, 
household gas, electricity, water 
communications equipment and 
transportation—and in the man- 
er, materials and equipment re- 
quired for their production and de- 
livery,” the letter said. 


Coal Needs Unprecedented 


Coal must be conserved, the let- 
ter explained, because the supply, 
though expected to reach a tre- 
mendous tonnage, may fall danger- 
ously short of filling unprecedented 
needs. It is vital to the manufac- 
ture of iron, steel, explosives, syn- 
thetic rubber, and other war prod- 
ucts. It powers railroads, generates 
half the nation’s electricity, and 
heats half the nation’s homes. 

The letter said that the petroleum 
shortage this year is a shortage of 
petroleum products, rather than a 
shortage of transportation, as _ it 
was in 1942. More than half of 
barrel crude oil now goes to avia- 
tion gasoline, TNT and synthetic 
rubber. Gas supplies have been 
limited by transportation, and by 
shortage of coal, coke and oil for 
its production. 

Some of the most intensive effort 
will be directed toward cutting 
down use of electricity. Although 
no shortage of power exists, officials 
explain that most electric power is 
generated through the use of coal, 
petroleum products or natural gas, 
and that even in areas where elec- 
tricity is obtained principally from 
water power, the supply often must 
be bolstered by use of fuel. 


“Brownout” Is Planned 


In addition to savings in fuel, of- 
ficials point to critical materials, 
particularly tungsten, and man- 
power that may be saved through 
careful use of electricity. The sug- 
gested conservation measures for 
electricity involve a national 
“brownout,” the extinguishing of all 
ornamental and display lighting and 
signs after 10 p. m. Other sug- 
gested means for saving electricity 
are “turn off all lights not needed,” 
and “turn off fans, radios and other 
electrical appliances when not re- 
quired.” 

To save gas and electricity, the 
public will be reminded: “Never 
leave refrigerator door open; don’t 
keep the temperature of your re- 
frigerator too low; let cooked foods 
cool before placing in refrigerator; 
defrost regularly; do not use cook- 


OPPORTUNITY FOR 
LAYOUT MAN 


Successful, growing, 35-year-old, 
Mid-west printing plant wants an 
experienced creative layout artist, 
draft-exempt, with modern design 
ideas and the ability to make 
comprehensive layouts and _fin- 
ished This company 
has a national reputation for the 
high quality (both from design 
_ and mechanical standpoints) of 
direct-mail produced for agricul- 
tural, industrial and merchandise 
clients. The right man will work 
~at a salary commensurate with 
his ability—under pleasant con- 
ditions, in association with a top- 
notch creative artist and color 
photographer, in a town of 60,000 
| (not an overcrowded war-produc- 
tion center) where living condi- 
tions and costs are favorable. 
Please include in your reply ex- 
perience, qualifications, salary re- 
quired, and samples of your work, 
which will be promptly returned, 
Box 4299, Advertising Age, 100 
E. Ohio St., Chicago. 


drawings. 


bs 


61 


ing range for heating the kitchen. ' intensified. The campaign uses the; tries cooperating in the drive were|“of their apparent value w water 


Use less water in cooking. Keep 
the range clean and properly ad- 
justed.” 

For gas, oil and coal conserva- 
tion, home owners will be urged to 
heat-seal the home by insulating 
and calking; to keep furnace in ef- 
ficient condition by cleaning and 
checking passages and draft regu- 
lators, chimneys, thermostats and 
smokepipes; to cut heat load by 
avoiding overheating the home, 
eliminating unnecessary ventilation, 
and keeping the temperature low. 

Water conservation calls for a 
suggested check for leaky faucets 
and plumbing, and a warning not 
to sprinkle the lawn and garden 
“more than absolutely necessary.” 

The regular conservation cam- 
paigns for travel and long distance 
telephoning are to be continued and 


current Bell System copy advising | 
“limit conversation to five minutes 
when the operator requests it” and | 
“avoid calling between the hours of 
7 and 10 p. m. so members of the | 
armed forces can get their calls} 


through.” It also suggests “avoid 
calling Information,’ and “take 
proper care of telephone instru- 
ments.” 


The travel conservation program 
in general calls for continuation of 
present programs by shippers and 
carriers to conserve the use of 
equipment and facilities, eliminate 
wasteful routing and obtain maxi- 
mum use of cars, materials and 
manpower. It tells the public 
“Don’t travel unless essential; if 
travel is necessary, go during the 
middle of the week.” 


Task forces of the various indus- 


unanimous in urging their indus- 
tries to use all types of promotion— 
newspapers, direct mail, magazines, 
business papers, radio, outdoor and 
direct contact. 


Promise Continuation 


The communications task com- 
mittee promised continuation of the 
campaign now sponsored by the 
Bell System, parent company for 


|85% of the nation’s telephone com- 


panies, involving nearly $1,000,000 a 
month in advertising, twice the 
company’s peacetime budget (AA, 
Sept. 6). The Petroleum Industry 
War Council has a continuing plan 
urging seasonal programs with the 
industry’s slogan, “Oil is Ammuni- 
tion . .. Use It Wisely.” 

The task force for water utilities 
proposes the use of media in order 


concerns” as: Direct consumer ma- 
terial, such as cards, folders, bill 
stickers; mewspaper advertising; 
radio appeals; posters in utility of- 
fices and car cards; addresses before 
civic groups; contact and aid of 
public officials. A guidebook of sug- 
gested material has been developed. 

Gas utilities have been asked to 
use newspaper advertising, public- 
ity stories, radio announcements, 
leaflets and letters to customers. 
Three series of mats for newspaper 
advertisements in local papers have 
been made available by the Ameri- 
can Gas Association, and three 
pamphlets have also been prepared. 
Electric utilities similarly have been 
advised to use national and local 
newspaper advertising, radio, bill 
stuffers and other means to bring 
the conservation message home. 


you can’t always tell the cost with a rate card 


The New England Regional Network’s rate card 
shows, for instance, that a “‘Class A’’ quarter-hour on 
NERN costs only $600. 

But the NERN card doesn’t mention that you may 
add a New York station at that station’s base rate . . . 
that there are no line charges . . . that studio facilities 
are available without charge in Boston, Hartford or 


New York. . 


. that NERN includes the only 50,000- 


watt stations in New England... that each NERN 
station is the dominant one in its own area... that 


WBZ Boston, Mass. 
WTIC Hartford, Conn. 


NERN'S primary coverage is 96.6% of New England’s 


radio homes. * 


That is, the card doesn’t tell what makes NERN the 
best radio buy in America’s richest market, regardless 
of time cost. But it does show that NERN time comes 
as low as, say, only $900 for a “Class A’”’ half-hour. 
Which is still enough reason for using the NERN 
card whenever you figure on really working this 
market. When you buy NERN, you buy a network. 


*Incidentally 6.9% of all U.S. radio homes. 


NERN STATIONS 


WCSH Portland, Maine 


WFEA Manchester, N. H. 


WJAR Providence, R. I. 


All NERN stations are NBC affiliates. 
Nationally represented by 


WEED & COMPANY 
New York, Boston, Chicago, Detroit, San Francisco, Hollywood 


| REGIONAL NETWORK 


WLBZ Bangor, Maine 
WRDO Augusta, Maine 
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YOUR 


“IT’S GETTING TO BE 


QUITE A VOLUME, 
UNCLE DUDLEY!” 


Writes Nephew JOHN BARRY, outstanding war columnist, 


writing exclusively for the Boston Globe 


The President (Three Statemerits in 24 Hours )—Three 
statements have come from the President of the United 
States in the last 24 hours. 1. The Declaration of Quebec, 
so called, in which Mr. Churchill was co-author. In brief, 
decisions for forward action on all fronts have been taken; 
there is hope of a tri-partite parley among the United States, 
Britain and Russia; there is agreement on political prob- 
lems arising out of military operations. 2. The President's 
quarterly lend-lease report. A quotation, “Except for the 
responsible Fascist leaders, the people of 
the Axis need not fear unconditional sur- 
render to the United Nations.” The Pres- 
ident promised food for the starving, med- 
icine for the sick. 3. The President's 
speech at Ottawa. Here in the Canadian 
capital the President devoted most of a 
brief address to Canadian partnership in 
the war. He took pains to conceal details 
of decisions made at Quebec but said these 
would be communicated to our enemies 
in “the only language their twisted minds 
seem capable of understanding.” Roosevelt suggested that 
if Hitler and his generals had been at Quebec in spirit they 
would realize “that discretion is still the better part of 
valor and that surrender would pay them better now than 
later.” 

* * * 

Fighting Fronts (Axis Air Force Conservative) — On 
battlefronts today Allied pilots smashing the communica- 
tions of Southern Italy reported only one instance of Ger- 
man fighter opposition. This was at Bari on the Italian east 
coast. It appears that the Nazis do not intend to risk fur- 
ther depletion of their air force in an effort to defend ter- 
ritory which may have to go by default. In the attacks, 
there was a block-buster assault at Torre Annunziata, a rail 
yard below Naples, and the stern was knocked off an 
Italian cruiser. Mosquito bombers harassed Berlin again 
last night. The Fortresses which devastated an airplane 
works at Regensburg on Aug. 17 and flew on to Africa re- 


turned to Britain last night with an attack on a plane as- 
sembly plant at Bordeaux en route. The first shuttle opera- 
tion was described as the greatest operational flight the 
United States AAF has made to date. Gen. Harold L. 
George of the American Air Force estimates that the Re- 
gensburg attack represented destruction of 2000 Nazi 
planes. He predicted collapse of the economic structure of 
Germany by January under this increasing hail of bombs. 
On the Eastern Front the Red Army was driving on Poltava 
and the German retreat from Kharkov 
was said to be turning into a rout. 


* . * 


Scattered Pieces (In the Picture Puzzle 
of War) — Japanese Imperial Head- 
quarters admits that the American drive 
in the Solomons is serious. “The enemy 
offensive cannot be belittled,” said Tokio 
radio. Tokio also said the Emperor is con- 
cerned over war production, and it ap- 
pealed to the workers to set Hirohito’s 
mind at ease. Tokio denies that Admiral Koga has been 
killed, as reported from China. A London commenta- 
tor described Hitler's appointment of Himmler as Min- 
ister of Interior as making “his Lord High Executioner 
Chief Secretary of State.” Under Secretary of War 
Patterson and Lieut. Gen. Knudsen arrived in Australia. 
Patterson predicted blows of increasing strength soon 
against the Japs. Ambassador Maisky, recently relieved by 
the Kremlin of his London post, is reported at Teheran en 
route to London, possibly to make formal farewell, pos- 
sibly to enter new talks with the British, in his capacity as 
a vice commissar of foreign affairs. ... Rumor that Lieut. 
Ettore Muti, former Fascist party secretary, was shot. 
Others rumored shot: Vito Mussolini, nephew of the Duce, 
and Mario Appellius, Fascist commentator. Benito is re- 
ported under guard on the island of Ischia at the Bay of 
Naples, which would be a nice place for an Allied 
landing. 


John Barry writes exclusively for The Boston Globe. His day by day column “War Diary” has become one of the most popular features of 
any Boston newspaper. 


The Boston Globe 


Morning « Evening - Sunday 


ADVERTISING ViL 


BE BETTER READ 


E 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 


in ‘The Globe’.” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest Linptey « Heten Lom- 
BARD ¢ Ernie Pyce ¢ Water LippMaNN ¢ Wituiam H. 
STONEMAN ® Joun LARDNER @ Jay FRANKLIN © SAMUEL 
GrarFton ¢ Potty Wesster ¢ Dornorny Hittyer « Henry 
Harris ¢ Harotp PutNam ¢ Sautrty Stuart * GEORGE 
ANTHEIL © ANN Dean ¢ Otto ZauSMER ¢ JouHN STEIN- 
BECK ¢ Joun Kieran ¢ Epcar ANset Mowrer ¢ Greorce 
Weiter « Nervi Gues « Ropert J. Casty ¢ Jenny 
Nason ¢ Paut Guaur «© Henry McLemore « HELEN 
Kink patrick ¢ Ricnarp Mownere A. T. Steere « LELAND 
Stowe « ALLEN Haypen « Waverty Roor « CarLyLe 
Hoir « Dorotray Dx « Emiry Post « Nat A. Barrows 
« Lours M. Lyons ¢ James Moncan ¢ Cuaries MERRILL © 
James Powers * Eart BANNER ¢ Et CuLBERTSON ¢ 
GRANTLAND Rice « Harotp Kasse ¢ FietcHer Pratt 
¢ Joseru F. DiINNEEN ¢ Joun GuNTHER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston GLose 
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Advertising Age, September 13, 1943 


PHOTOGRAPHIC 


EXHIBIT SELLS WAR PLANT JOBS 


Merchandising wartime jobs as effectively as it sells peacetime products, Arm- 

strong Cork Co. has opened this exhibit as the latest project in its campaign 

to attract workers. The display and employment office is maintained in a down- 
town store building in Lancaster, Pa. (Story on Page 59.) 


CANADA PREPARES FOR COMMUNITY CHEST DRIVE 


This poster design carries the slogan of the 1943 Community Chest campaign 
and is scheduled to appear throughout Canada the latter half of this month. 
(Story on Page 43.) 


CALVERT OWL GIVES THE ANSWERS 


Who was the leading hitter for the Pittsburgh Pirates in 19412? Who was man- 
ager of the Brooklyn Dodgers in 19377 These and other questions about the 
major league baseball teams are answered by Calvert's omniscient owl on a 
“baseball wheel” being distributed by Calvert Distillers Corp. One side of the 
wheel shows the American League, the other side the National League. 


BOTTLE COLLARS WORK FOR ROMA WINE 
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Harry G. Serlis, Roma Wine Co.'s director of sales and advertising, and Ken 

Pearson, assistant general advertising manager, approve Roma's new series of 

twin-wing bottle collars which promote stars of the wine company's radio show 
and the R-Man trade character. (Story on Page 40.) 
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Consolidated Hair Goods Co., Chicago, 

is distributing this three-color display to 

help introduce Fij-Oil shampoo, for- 

merly a professional item, for home use 

in the midwestern market. Malcolm 

Howard Advertising Agency handles the 
account, 


GREAT DAY! 


BACK HOME FOR KEEPS 


"There's a great day coming when you'll 
run down the path . . . straight into the 
arms you've ached for!" says this copy 
which will inaugurate the new fall ad- 
vertising campaign by Oneida Ltd. Full 
color pages in Life, supplemented by 
page advertisements in Glamour, Made- 
moiselle and Photoplay, are on the 
schedule. 


HITS SURRENDER DATE ON THE NOSE 


“Unconditional Surrender” 
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This “unconditional surrender" page in the Sept. |! Saturday Evening Post hit the 

streets on Sept. 8 the same day Italy surrendered. C. W. Ruth, Republic Steel 

Corporation's director of advertising, and Meldrum & Fewsmith, Republic's agency, 
disclaim any premonitions, and insist they were just lucky. 


DISCUSS PILLSBURY'S FALL CAMPAIGN 
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Talking over the fall and winter advertising program of Pillsbury Flour Mills Co. 

at a recent meeting of sales division managers are, left to right: R. B. Donnelly, 

McCann-Erickson, Pillsbury agency; R. J. Keith of the advertising department; 

H. W. Files, vice-president in charge of sales and advertising; and A. Parsons, 

vice-president in charge of grocery products sales. The campaign features a 
baking insurance guarantee. (Story on Page 56.) 


STUDEBAKER PROMOTES TRUCK CARE IN FARM PAPER COPY 
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Here are two of the advertisements scheduled by Studebaker Corp., South Bend, in its campaign to help farmers with their 
wartime transportation problems and build postwar good wi!! in the farm market. Roche, Williams & Cunnyngham, Chicago 


is the agency. (Story on Page |.) 
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a world scoop by 


FREDERICK KUH 


. 
POSSE OOCSETSESEEEENHHMOTEEHEHESESESESEEEEEESESESESES 


Flower go 


if Mark 
he would 
famous 
eve rybody 
situation, 
about it. 


Betty G 
that she | 
She evide 
ify for thi 
the right 


Ely Cu 
bridge e> 
tling inte 
the war, 
it doesn’ 
give up | 


“You 1! 
day,” adi 
And ac 
friends ¢ 
about all 


Then 
leave, @! 
was awa 
for Roch 

“Roche 
porter, “ 
me.” 


You m 
Dancer, 
an unfar 
long bef 
‘an be u 


Somet 
gags, re’ 
for Pex 
Maybe, 
ences dc 


The | 
makes t 
Australi 
the rea 

ive ou 
istic re 


Ss 


o eynon Correspondent. 

Bs Perhe 
elt pic 
r lon 
ustral 
ad W 
ery d 


Frederick Kuh, head of The Sun’s London Bureau, predicted 
on Saturday, September 4, that Italy would surrender within 
a week. Four days later, September 8, General Eisenhower 
announced the unconditional surrender of Italy. 
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This is but one of a long list of Kuh cues that came true! 


It’s one of many exclusive stories based on inside dope that CHICAGO'S MORNING TRUTHpope: 


The Sun has recently published. 


It’s ; 


Such editorial alertness, prescience and accuracy is one ra 
more reason why The Chicago Sun commands the respect of ~ pe 


THE BRANHAM COMPANY, National Representatives : when 
Adlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los — 
One more solid reason why The Sun Sells! Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 


its hundreds of thousands of readers. 
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